MYSORE GOVERNMENT 
SANDALWOOD OIL 


Distilled at our Linden, N. J., Plant from Santalum Album (Linné) 


The delightful effect imparted by genuine 
Mysore Oil cannot be satisfactorily duplicated 
by any natural or synthetic material. 


In original sealed and serially numbered containers only. 
© 


Sole Agents: for U. S.: W. J. BUSH & CO., Inc., New York; 
Canada: W. J. BUSH & CO. (Canada) Ltd., Montreal 


VELIZAR BAGAROFF 
OTTO of ROSE 


Velizar Bagaroff Otto of Rose is again available 
in all markets under his own label. 


This quality product is especially worthy of 
your consideration. 


Sole Agents: for U. S.: W. J. BUSH & CO., Inc., New York; 
Canada: W. J. BUSH & CO. (Canada) Ltd., Montreal 


Our universally esteemed Trade Mark: 


Ree Uhr ks eeas it eo 


indicates long experience in the scientific distillation of Essential 


Oils, and is recognized as a guarantee of their supreme quality today. 


W. J. sIUe a CO. 


LONDON - MITCHAM - NEW YORK, N. Y. *  MESSINA + GRASSE 
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ESTABLISHED 1845 


BATZOUROFF & Co. 


SOFIA, BULGARIA 


PERE OTTO OF RODE 


MODERN DISTILLERIES AT : 


KARNARE KALOFER 
KARLOVO RAHMANLI 


SOLE DISTILLERS BY VACUUM PROCESS 


EXCLUSIVE AGENTS U.S. AND CANADA : 


GEORGE LUEDERS & Co. 
427-429 WASHINGTON Sr., NEW YORK 


BRANCHES 
CHICAGO-SAN FRANCISCO 
MONTREAL 
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comme TO OWENS-ILLINOIS 


@ Some packages stay forever on the shelf while 
others keep the cash register ringing. Some are just 
packages—but those that move into consumers’ hands 
in an unending stream are SALESpackages. 

Make sure your product has a SALESpackage. Place 
the whole packaging problem with one competent, 
coordinating source of supply. Let Owens-Illinois 
Complete Packaging Service make one unit job of the 
selection or design of the container, the design of 
labels, cartons, caps and cases. Our laboratory techni- 
cians will assist at every step to see that technical de- 
tails are correct. You will have a real SALESpackage 
for your product. 
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Published monthly by Robbins Perfumer Company, Inc., 9 East 38th Street, 






The Duo Oval 
Design Pat. No. 90023 





PACKAGES 


When you deal with Owens-Illinois diversity of 
operation and twenty-four plants, you are assured also 
of another service—prompt delivery. This is especially 
important in times such as these when sudden re- 
quirements are creating need for emergency action. 

Call the nearest Owens-Illinois branch office and 
you will quickly have ample proof that this is the 
right move. 

Owens-Illinois Glass Company . . . Toledo, Ohio. 


OWENS-ILLINOIS 


CONTAINERS + CLOSURES + CASES 


New York, N. Y. Volume 33, No. 2. Subscription rates, payable in advance; 


United States $3.00 a year; Canada and Foreign $4.00. Single copies 30¢. Acceptance under the act of June 5, 1934—authorized June 27, 1935. 











“Service for the Manufacturing Trade Exclusively” 





COMPACTS 


ROUGE and POWDER 
(More than 150 tints) 
* 
LIPSTICKS 
(All indelible shades— 
consistencies a la mode) 
= 
CREAM ROUGE 
(All shades) 
= 
EYE SHADOW 
(All shades) 

& 
EYEBROW PENCILS 
t 
WATERPROOF 
MASCARAS 




















POWDER PUFFS 







ZXN KO 










REG. U.S. PAT. OFF 





A new development in sterilizing puffs, 
keeping them actively antiseptic until 


washed, is being adopted by us. 


This process is without doubt one of the 

most remarkable advances ever made in 

the textile field, and offers an assurance 
All our products guaranteed to the user of the puff that no matter 
for chemical purity. For your how soiled it may be, it is still a clean 
further protection, Products puff bacteriologically. 


Liability Insurance carried. , 
Details on Request. 


C)XxZYN COMPANY 


bai ky. tinal In business since 1877 ..... 






Originators of Natural Rouges 


New York Office Canadian Office 
154- 11th Ave. 103 Ottawa St. 
WaAtkins 9-0280 Walkerville, Ont. 
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Synftleur Flower Oils 


Jmpart the highest possible odor strength. They are\free from 
alcohol—absolute 100% oils. Consequently their use will be 
found most economical. 


@riental odors are now among the most popular, hence we 
offer:— 


Orientol-Sypnfleur Trial Ounces $1.00 Pounds $12.50 
For Perfumes, Sachets, Talcum and Toilet Waters 


Orientol-E€ Synfleur Trial Ounces $1.90 Pounds $27.00 
Finest for Oriental Perfumes and Powders 


Orientol-F Synfleur Trial ©unces $0.95 Pounds $12.00 
Similar to @rientol. Specially for Creams 


Orientol-S Spnfleur Trial Ounces $0.70 Pounds $8.00 
Oriental Bouguet, for Soaps and Powders 


The above are just a few of the many oils we have to offer, for 
every purpose at every price. 


Tell us what type of odor pou want and at what cost-, price, — 
we will tell you what we have to meet pour requirements. 


Sypnfleur Setentifte Laboratories, Ine. 
filonticello -¢ New Dork 





3 Liane Mant: , 


“Sp <0 
RED IN U_5.PATE™ 


Atlanta, Dbiladelphia, Detroit, Mexico, 
Manila, P. 3., BWavana, Cuba 








































Acetophenone 
Acetyl Para Cresol 
Alpha Amy! Cinna 
mic Aldehyde 
Amy! Acetate 
Amyl Benzoate 
Amy! Butyrate 
Amy! Salicylate 
Amyl Valerianate 
Benzaldehyde 
Benzophenone 
Lenzyl Acetate 
Benzyl Alcohol 
Benzyl Benzoat¢ 
Renzyl Butyrate 
Benzyl Cinnamate 
Benzyl Formate 
Benzyl Propionate 
Benzyl Salicylate 
Bourbonal 
Citral 
Citronellol 
Coumarin 
Dimethyl Benzyl 
Carbinol 
Ethyl Aceto Acetate 
Ethyl Benzoate 


The only fair test: Send for 
your own tests with our materials. 
improve your own products. 


results. 


thy! Butyrate 

Kthyl Cinnamate 

Geraniol 

Geranoxide 

Geranyl Acetate 

Hydroxycitronellal 

Irine Alpha Methy! 

Irine Alpha White 

Irine Extra Pure 

Irine Methyl! Surfine 

Irine 100% 

Irine Savon 

Iso Amy! Cinnamate 

Iso Butyl Acetate 

Iso Butyl Benzoate 

Iso Eugenol 

l.emonal 

Linalool 

Linalyl Acetate 

Methyl Acetophenone 

Methyl! Anthranilate 

Methyl Benzoate 

Methy! Cinnamate 

Methyl Heptine 
Carbonate 

Methyl Nony! 
Acetaldehyde 


Methyl Para Cresol 

Methyl Phenyl 
Acetate 

Oenanthic Ether 

Para Cresol Acetate 

Para Cresol Phenyl 
Acetate 

Para Cresol Methy! 
Ether 

Peach Aldehyde 

Pheny! Acetaldehyde 

Phenyl Ethyl Acetat« 

Phenyl Ethyl Alcohol 

Phenyl Ethyl 
Formate 

Phenyl Ethyl Pheny! 
Acetate 

Phenyl Methy] 
Acetate 

Phenyl Propyl 
Acetate 

Phenyl Propy] 
Formate 

Rhodinol 

Rum Ether 

Styralyl Acetate 

Vetivert Acetate 


samples. Make 
See how they 


We'll abide by your 


a 


n°) 
or ae 


van Ameringen-Haebler, Inc. 








A name that means something, in aromatic 
chemicals, for the simple reason that we've 
worked hard to give it that significance. 


It means: FIRST, the aim to make the best 
product in each class; SECONDLY, the theo- 
retical and practical knowledge to achieve it: 
and FINALLY, the equipment to do it with. 


The name means all that, BUT THE 
PRODUCTS MEAN MORE TO YOU. 


What good would ideals be if we fell short in 
performance? We have succeeded in instilling 
our ideas and ideals into the minds, hearts, 
and very our loyal factory  co- 
workers. 


fingers of 


So you'll find that they produce a quality of 
perfume materials that has seldom been 


excelled. 


Try them. Here’s a little list of aromatic 
chemicals, not complete, but interesting. 
Check the list, tear it out, mail it in; we'll 
send samples or quote. You're bound to be 
enthusiastic about some of them. 






van Ameringen‘| 


Manufacturers and Importers of Aromatic Essentials 


AROMATIC CHEMICALS—ESSENTIAL OILS—FLAVORS—PERFUME SPECIALTIES 
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|GARDENIA 
i Headguarters 


We are known for this fragrant favorite, reproduced 
in a noteworthy series of oils. For every purpose. At 
prices from $6.00 to $64.00 a pound, with popular 
- numbers at $12.00, $16.00, $24.00 and $40.00. Send 


for samples. 


~ 


; r [ 3 | 2. It imparts freshness 


is an old friend to many, to flower oils. 

yet it is always new in its 

Mav-like freshness. 3. It gives a new fresh- 
‘ ness to cosmetic prep- 

Perrol does three things: ‘ _ 

arations. 





1. It smells like fresh 


flowers. Send for sample. 


an “~\ 


| Haebler, Inc. 


s 315 FOURTH AVENUE, NEW YORK 


$8 Chicago Toronto Los Angeles FACTORY, ELIZABETH, N. J. 
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+ es EVen more 
popular this year 


Many perfume odors play a come-and-go game—in fashion one season, out of favor 
next season. But Lily of the Valley always has a stable following. This year, due 
to the vogue for floral odors, it is more popular than ever before—winning new 
consumer-converts. 


Twenty years of research have enabled Florasynth chemists to produce a Lily of the 
Valley odor that is unexcelled for true fragrance . . . a fragrance as exquisite and 


fresh as the field-picked, dew-drenched blossoms. 


Priced to suit every need from the finest extract to the less costly cosmetic items. 
In four standard qualities, per pound . . . $6.50 . . . $10.00 . . . $32.00 . . . $48.00. 
Ask for working samples! 


FLORASYNTH LABORATORIES INC. 


1513-33 OLMSTEAD AVENUE, NEW YORK, 


LOS ANGELES CHICAGO SAN FRANCISCO 
Pacific ( t Headquarters 605 W. Washington Blvd 524 Washington St 
1665 Hollywood Blvd 
DALLAS MONTREAL TORONTO 
2622 Throckmorton St 445 St. Francois Xavier St 11 King St. W 
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...making 


...making 


MOST INTERESTING NEWCOMER to the long 
list cf products kept fresh in vacuum is novo- 
caine ... put up in rubber-tipped cylinders, 
ready for the dental syringe . . . and proving to 
be an important step forward in the packaging of 
this highly perishable product. For many delicate 
and costly pharmaceuticals, there’s only one an- 


swer. It’s ‘the vacuum can that opens with a key."’ 








WHEN AUTOMOTIVE PARTS go to market 


canned 


that’s news! One manufacturer decided 
to bid for increased piston ring business by put- 
ting his product in cans. A stunt? Not at all. He 
gets a container that keeps his product rust-proof, 
protected, merchandisable. And he’s getting in- 
creased sales | 
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BEEN DOING WITHOUT a pouring spout for 
edible o‘ls and syrups?...too expensive?... 
hard to stack?...costly to fill? This brand new 
spout answers every objection. It’s dirt cheap. 
It attaches after the cans are filled and sealed 
And cans stack 
the rim. Available for pints, quarts, gallons 


because this spout lies below 


Like to see ii? . . . Price it? 


PROBLEM: baking powder manufacturers need- 
ed an inexpensive container that would keep 
extra dry. Our solution: this fibre package, lined 
with glistening foil— something utterly new and 
a big success. Moral: you may have products 
that must keep dry—=in the store, in the home. 


Here’s an inexpensive package that does it. 


AMERICAN CAN COMPANY 


230 Park Avenue 


New York City 






This No. 556 ALL-PURPOSE Bottle 


has been developed in response to a definite and oft-expressed demand for 


a low-priced quality bottle—in a design suitable for use as an all-purpose 

container for toiletries, pharmaceuticals, proprietaries It can be used 

for unrelated products or for family grouping of related consumer-use 

products Its wide range in sizes 

(from % to 16 oz.) makes this flexi- 

bility possible. And the design is such 

that any number of individual styling 

effects can be obtained with labels and (C A BR BR LOW BR E Y 

closures. All sizes available from a ¥ fe Fs 
stock. Investigate the possibilities J GLASS GO. 
of this low - priced quality bottle! Factory and Main Office. BALTIMORE, MD. 


NEW YORK OFFICE: 500 FIFTH AVI Koom 1427 
Telephone: CHiekering 4-0592 

CHICAGO OFFICE: 1502 MERCHANDISE MART 
Telephone: WHltehall 4526 
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FROM CALIFORNIA 
LEMONS 


COLD PRESSED AND 
CLARIFIED 


wey \ NS : ‘ 
aa ~)} = S 

a 2 5 % - 
i" TAY 54 s > 
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A U.S.P. OIL FOR 
THE AMERICAN TASTE 





OF ALL THE LEMON OIL 


ng | MD oc: 


IGH quality and right 
H price have made Ex- 
change Brand Oil of Lemon, 
U.S. P., the unquestioned 
sales leader in the United 
States. Last year Exchange 
Brand outsold all other 


brands combined by more 
than three to one! 


It is made in the world’s 


SOLD IN THE U.S.A. 
Teh ke eee 


BRAND 


largest plant devoted exclu- 
sively to lemon products. 
Nowhere else are there the 
facilities to keep production 
quality so uniform. Nowhere 
else has the American taste 
been so successfully met. 


Be sure to specify it by 
name: Exchange Brand Oil 


of Lemon, U.S.P. (Clarified). 


Sold to the Chmerican market exclusively by 
DODGE & OLCOTT COMPANY 6 FRITZSCHE BROTHERS, INC. 


180 VARICK STREET, NEW YORK, N.Y 


76 NINTH AVENUE, NEW YORK, N. Y. 


Distributors for 
CALIFORNIA FRUIT GROWERS EXCHANGE 


Products D 


epartment, Ontario, California 


Producing Plant: EXCHANGE LEMON PRODUCTS COMPANY, Coréna, California 


Copr., 1936, California Fruit Growers Exchange, Products Dept. 
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BROADER HORIZONS 


DVANCEMENT along technical and scien- 
tific lines has been most marked in those industries 
from which Secrecy and Distrust—arch enemies 
of Progress—have been banished. 


In this connection, the fostering of a more whole- 
some relationship between the manufacturer and 
his supplier has been an influence of far reaching 
consequence. It has helped to bring about an 
enlightened appreciation of their mutual depend- 
ence, one upon the other, and of the dovetailing 
of their functions and purposes. 


In our role as supplier, we frankly acknowledge 
our great indebtedness to those manufacturers 
who have freely entrusted their most confidential 
problems to our solution. In such trust there is 
the inspiration which leads to achievement for the 
individuals and a broader horizon for the entire 


industry. 


FRITZSCHE BROTHERS, Inc. 
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“Jor without this essential ingredient most floral compositions would 
<_~ be as flat and uninteresting as food without seasoning. Hence its 
es importance to the perfume manufacturer. 


i Hence, too, the bewildering array of jasmines, so-called, which beckon and 
“% beg the patronage of credulous producers. 





Masters of the art, however, are not deceived by the lure of price and the 
promise of perfection. They know from long experience that the qualities 
they seek, the subtle harmonies and intriguing undertones which mean so 
much to the success of their creations, can be gained only through the use 
/ of pure, dependable jasmines, fairly priced and honestly produced. That is 
why they stake their success upon jasmines of reputable manufacture— 
jasmines such as FRITZSCHE’S which are made in the company’s own 


plant from natural oils and aromatics of guaranteed purity and refinement. 








To all perfumers sensitive to the subtleties of their art we offer the full 
extent of our facilities, for to them the subtler values inherent in fine mate- 
rials and sincere cooperation will be at once apparent and appreciated. 


“Fragrance Creates Sales Appeal” 






“ews oor of 


_ FRITZSCHE 7, .,/.., ;,. 


816 WEST 8TH STREET LOS ANGELES, CAL. PORT AUTHORITY COMMERCE BLDG. 
Proprietors ot PARFUMERIES de SEILLANS Seillans, France 76 NINTH AVENUE, NEW YORE, N. Y. 
FRITZSCHE BROTHERS, of Canada, Ltd., 77-79 Jarvis St., Toronto, Canada 118 WEST OHIO ST. CHICAGO, ILL. 




















\ IX months ago an unknown prod- 
<=" uct; today acknowledged one of the 
finest lilacs on the market. Some say it is 
the finest! 


But that is a matter of opinion best arrived 
at by the individual user. Certainly 
AVRYLLIS does possess remarkable aro- 
matic qualities. Its delicious fragrance is 
that of abundant, full-flowering lilac— 
rich, persuasive and enduring—a perfume 
as popular for itself alone as it is adaptable 
to other compositions. 

We want you to acquaint yourself with 
AVRYLLIS for we know that sooner or 
later both product and price will gain us 
your patronage. Toward that end we in- 
vite your requests for free samples and 
suggestions for its use in one or more of 
your products. 


FRITZSCHE BROTHERS, Inc. 
Port Authority Commerce Bldg. 


76 Ninth Ave., New York, N. Y. 


Branches 


ATLANTA, GA BOSTON, MASS. CHICAGO, ILL. COLUMBUS, O. KANSAS CITY, MO. 
70 East Lake Drive 250 Stuart Street 118 West Ohio Street 21 East State Street 2018 Guinotte Avenue 


NEW ORLEANS, LA. PHILADELPHIA, PA. LOS ANGELES, CAL. SAN FRANCISCO, CAL. 
813 Louisiana Building 400 Bulletin Building 816 West 8th Street 122 New Montgomery Street 


FRITZSCHE BROTHERS OF CANADA, Ltd. 
77-79 Jarvis Street, TORONTO, CANADA 


PARFUMERIES DE SEILLANS, SEILLANS (VAR), FRANCE 
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There is ample evidence to support the 
A (\ () H () theory that alcohol—_as found in the fer- 
mented juices of grapes—was actually 


known to prehistoric man. Wine undoubt- 
edly was the parent of what is now one of the most 
vital essentials of modern life. 


More than 4,000 years of progress separate the 
primitive wine maker of yesterday from the trained 
scientist in the modern plants of the Commercial 
Solvents Corporation, where famed Rossville Alco- 
hols are made. Here unexcelled manufacturing facili 
ties, exhaustive research and exacting scientific con- 
trol combine to produce alcohols of uniform high 
quality and absolute purity. 


Rossville Alcohols are available in grades and varie- 
ties specially made to meet the needs of every alcohol 
user. They may be purchased “pure” or modified by 
the addition of approved denaturants. In any case, 
each grade or brand is the accepted best in its re- 
spective field of usefulness. 

Science and industry today look to the name of 
Rossville—“the spirit of the nation”——for the finest 
alcohols the world has ever produced. Write for 
details about the type of Rossville Alcohol best 
suited for your particular purpose. 


~w 


ESAs LOD 


THE SPIRIT OF THE NATION q 
ANE SE) FOF 


(OMMERCIAL SOLVENTS (ORPORATION 


NEW YORK CENTRAL BLDG., NEW YORK, N. Y. 


PLANTS TERRE HAUTE,IND.; PEORIA. ILL.; WESTWEGO,LA.; HARVEY. LA AGNEW, CALIF. 
PROMPT SERVICE FROM BRANCH OFFICES AND WAREHOUSES 


Products of Commercial Solvents Corporation, including Rossville Alcohols, are available in mixed carloads and in 
compartment tank cars, as well as in cans, drums, carloads, and tank cars. 
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SCHIMMEL 


again presents 
anew aid to 


the Perfumer. 


HIS uniform chemical, repro- 

ducing the full fragrance of 
natural Jasmon is now available to 
the perfumer. With its high con- 
centration, the use of the smallest 
fraction of Iso-Jasmon combined 
not only with Jasmine but with 
any other floral or fancy bouquet 
rounds out and adds a surpris- 


ing distinction to the composition. 


i TRUE SCHIMMEL PRODUCT 


SCHIMMEL « co.. tne. 


601 West 26th St. 


® NEW YORK, N. Y. 





DESIGNE 


to blend with 
every product 


SIZES./ 


to meet the [x 
needs of all 
your items 


to keep the 
cost of your 
production 

down 


Swindell presents W°55 


The wide range of sizes, from |/> 0z. to 16 oz., enables you to put up a 
number of related products in bottles of a single attractive design. 
This provides desirable uniformity at low cost... W-55 is an ideal and 
practical all-market bottle for a large variety of consumer products. 


SWINDELL 


BALTIMORE 


NEW YORK OFFICE 
BOSTON LOS ANGELES 


Ernest Whitehouse Baldwin & Baldwin 
40 Court St. 819 Santee St. 


20 


BROTHERS sicosssccoel 


ESTABLISHED 1873 
e MARYLAND 


. 200 Fifth Avenue 


CHICAGO HAVANA, CUBA 
James T. Johnson Roberto Ort'z 
1257 W. 97th Place Edificio Moenck & Quintana 209 
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HAVE YOU SEEN 
THE NEW ARRIVAL? 


MUSK 
IBETENE 


ro the latest addition to Givaudan’s line of high qual- 

ity synthetic musks . . . and it has already established 
itself as a valuable contribution to the art of perfuming 
—for it combines all the best qualities of the known 
musks without their limitations. 


MUSK TIBETENE offers first the advantage of a re- 
markably fine odor, resembling Musk Ketone, and 
second, exceptionally high solubility in dilute alcohol. 
MUSK TIBETENE is readily soluble in 65% alcohol. 
Why not take advantage of this feature in creating 
toilet waters, Eau de Cologne or similar products of low 
alcoholic content? We will gladly send you a sample 
promptly on request. 


GIVAUDAN 


DELAWANNA INC. 


80 FIFTH AVENUE, NEW YORK, N. ¥. 





HERES a new member of that famous family of all- 


purpose oils—the Novos. It should find a hearty 
welcome in your supply of medium priced odors. For 
Lilac is always in demand and you can use Novo Lilac 
to give harmonious continuity to a whole line of toilet 
preparations — perfume, powder, lipstick, cream, lotion 
and extract. Youll find its odor refreshing and appeal- 
ing—a faithful duplicate of the living flower odor. You 
know the quality of the Novos from the excellent results 
produced by Novo Rose, Novo Jasmin, Novo Fougere 
and Novo Gardenia. Let Novo Lilac bring another note 
of popular appeal to your products. We'll speed you a 


sample on request. 


GIVAUDAN 


DELAWABHRA TRC 
80 FIFTH AVENUE, NEW YORK, N. Y. 


Branches: Philadelphia Los Angeles Cincinnati Detroit Dallas Baltimore 


New Orleans Chicago San Francisco Seattle Montreal Havana 









DERFESTION 













COLLAPSIBLE ae and 
OTTLE SPRINKLER TOPS 


WHITE METAL MFG. COMPANY 


HOBOKEN, NEW JERSEY 
CHICAGO OFFICE: CHARLES A. RINDELL, INC... 64 WEST RANDOLPH STREET 

DETROIT OFFICE: R. M. STEVENSON, DONOVAN BUILDING 
NEW YORK OFFICE: F. L. BUTZ, 393 SEVENTH AVENUE 
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Improve the 
Appearance of Your Package 


with an attractive serviceable stock or 
specially designed 


Cap 


For perfumes, talcum and tooth powder, bath 
salts, ete. @Furnished in a variety of designs in 
fancy metal, plain brass, polished brass, nickel 
plated or in other metals. Our “Negative Finish” 
resists acids, alkalies and alcohol. Proven by 
laboratory tests. Available in most designs. We 
make laboratory tests to determine proper fin- 
ish if necessary. Samples and prices on request. 


BRASS GOODS MFG. CO. 
345 ELDERT STREET 
\ BROOKLYN,N.Y. 


Phone: FOxcroft 9—3900 


—43 M/M Bath Salt Cap No. 238 —15 M/M Talcum Can Top . 282*—24 M/M Screw Cap 
—35 M/M Sifter Top Cap No. 240 —14% M/M Square Slip Cap Yo. 291*—22 M/M Screw Cap 
—13 M/M Screw Cap No. 249 —1414%4 M/M Screw Cap No. 292 —-28% M/M Flask Cap 
5 —154%4 M/M Screw Cap No. 250 —12 M/M x 23% M/M No. 295 —134%2 M/M Slip Cap 
‘ —44 M/M Fancy Bath Salt Cap Oval Slip Cap Yo. 298*—38 M/M Talcum Cap, 
. 188 —23144 M/M Talcum Can Top No. 251 -—-15 M/M Screw Cap Sifter Top 
. 200 —28 M/M Sifter Top Cap No. 257 —12 M/M x 23% M/M . 300*—18 M/M Screw Cap 
.0200 —28 M/M One Piece Cap Oval Slip Cap . 317 —11 + M/M Slotted Slip Cap 
. 215 —19% M/M Talecum Can Top No. 258 —40 M/M Bath Salt Cap . 323 —45  M/M Bath Salt Cap 
. 230 —13. M/M Screw Cap No. 264*—20 M/M Screw Cap No. 324*—45 M/M Cream Jar Cap 
. 232 —13. M/M Screw Cap No. 267 —16 M/M Slip Cap Same design as No. 
. 234 —104%4 M/M Screw Cap No. 269 —44 M/M Bath Salt Cap 323. 
. 236 —19% M/M Slip Cap No. 281 —11 M/M Slip Cap Yo. 327*—43 M/M Same design as 


*FITS G. C. A. No. 400 GLASS FINISH No, 324. 
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Reece 


CUNTINALE: . . .. «sophisticated, wane, 


enables you to utilize this new, appealing note for the 
rich perfume note that will be a genuine delight in 


finest of expensive extracts . . . or for a popular 
your line of extracts, powders, toilet waters, creams price line. If you will let us know the purpose for 


which you wish to test Continale . .. WE WILL 
Priced from $60 to $6 per pound, the Continale Line SEND APPROPRIATE SAMPLES. 


and lotions. 


FELTON cnemicat COMPANY, INC. 


603 JOHNSON AVENUE, BROOKLYN, 


Manufacturers of AROMATIC CHEMICALS, NATURAL ISOLATES, PERFUME OILS, ARTIFICIAL FLOWER AND FLAVOR OILS 
Executive Offices and Factory: 603 JOHNSON AVE., BROOKLYN, N. Y. 
Boston, Mass. Philadelphia, Pa. Sandusky, Ohio Chicago, Il. St. Louis, Mo. New Orleans, La. Los Angeles, Calif. 


80 Boylston St. 200 So. 12th St. 1408 W. Market St. 1200 N. Ashland Ave. 245 Union Blvd. Balter Bldg. 515 So. Fairfax Ave. 








J. MERO & BOYVEAU 


with works in Grasse, Mougins and Polonghera 


Established 1832 





All the popular types of perfumes are represented by our well 
























| | known line of 


COMPOUNDED BASES 


Make your selection from any one of our three line Specialties 
j j I 


Extraflors Odorols 
Ultramars 


Sixty different odors are represented, any one of which will 


| appeal to even the most discriminating of your clients. 


Send us your trial order 


FABRIQUES de LAIRE 


Paris, France—Established 1878 
| 


Years of research by highly trained technical genius have 
produced our 


COMPOUNDED BASE SPECIALTIES 













We recommend these as foundations for perfumes 
of highest quality and to which can be added the 
perfumer’s own choice of other aromatics and natu- 


ral floral products, to evolve his personal creation. 


‘*The integrity of the 
house is reflected in the 
quality of its products.” 


Send us your trial order for 


Copyright 1930 Chypre 83 Decaliol Florifoli 
Gardenia 8:33 Deeachys Nissonia 
Sinalia 
——————— © 





Sole American and Canadian distributors 
Dodge & Oleott Company 
180 Varick St. New York 


Branches: Philadelphia, Boston, Chicago, 
St. Louis, Los Angeles 








fi 
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The Fascinating Scent of 


SCOTCH HEATHER 


is enjoyed by every lover of good perfume 


Our “HEATHER 7833” at $36.00 per pound 


is one of our successful compounded bases, re- 
producing faithfully the Scotch Heather Natural 


odor. 


We also offer a very 


good but low priced 


“HEATHER 7879” at $9.50 per pound 








Both qualities are recommended for use in 














perfume extracts, powders and creams. 


Order a trial quantity of 


these popular products 


“*The integrity of the 
house is reflected in the 


quality of its products.” 
Copyright 1930 





Sole American and Canadian distributors 


Dodge & Olcott Company 


180 Variek St. New York 


Branches: Philadelphia, Boston, Chicago, 
St. Louis, Los Angeles 





0) 
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@ Immortal in its popularity—ageless in its appeal—Gardenia, by Norda, is 


of distinctive character, entrancing fragrance and unusual strength. Samples 


and prices on request. 


SEB. 


ESSENTIAL OIL anD CHEMICAL COMPANY 


inCcoR FP OR AT 8B 


New York Office Chicago Office 
601 W. 26th St 325 W. Huron St 
St. Paul Office Canadian Office Southern Office Los Angeles Office 
Pine and E. 3rd Sts. 119 Adelaide St. W., Toronto Candler Annex Bldg., Atlanta, Ga. 685 Antonia Ave 
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The captain 


gets his bearings— 


and the course is charted with safety and assurance. 
Captains of industry — planning a campaign through 
the rough waters of competitive markets — chart a 
similar course. 

In selecting the right container for a sampling or 
packaging program, industrial leaders automatically 
turn to Kimble Glass Vials. They want ” package ap- 
peal” and convenience—so Kimble Vials are chosen. 
They want colorful make-up and full transparency — 
so Kimble Glass is specified. They want low-cost 
transportation, consumer preference and rapid turn- 
over—so a Kimble Vial is usually the final selection. 


Confer with Kimble first — and chart 


your packaging course with profit! 


K\_KIMBLE GLASS COMPANY. - - VINELAND, N. J. 


NEW YORK+- CHICAGO+ PHILADELPHIA+ DETROIT* BOSTON 





nT RA AR AA SAO TOTO a lll 
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The 


DAIDGLPORT coon 


ESTABLIS| 


BRIDGEPORT, CONNECTICUT ® TEL. BRIDGEPORT 3-3125 


VANITY CASES e ROUGE CASES e PASTE ROUGE CONTAINERS 
LIPSTICK HOLDERS e EYEBROW PENCIL HOLDERS e BOTTLE CAPS @ JAR CAPS 
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THE ATLANTIC 
REFINING CO. 


PHILADELPHIA - PA. 


260 South Broad Street 


PETROLEUM PRODUCTS 
White Mineral Oils U. S. P. 
for pharmaceutical use. 
Techinical for cosmetic uses. 
All gravities, all viscositie 





THE HARARE 


AND 


With the feeling that there can be no 
better evidence of the service we aim 
to render to our patrons, we enumerate 
below the outstanding firms we represent. 


HALEDON: PATERSON: nd. : 
‘BLEACHERS & REFINERS OF BEES-WAX _ 


White Bleached Bees-Wax 
Tu. Brand © 
Extra Quality - U.S. P: 
and 100% Pure 
















JERSEY CITY-NJ. 


Executive Offices - 105 Hudson Street 


GLYCERINE 
Chemically Pure U. S. P. - Dynamite 








THURSTON 
BRAIDICH 






new YORK 
SPECIALTIES : 
Gum Arabic - Gum Karaya 
Gum Tragacanth 
Vanilla Beans - Tonka Beans 








BOSTON 
MANUFACTURERS AND IMPORTERS 


Castile Soap “Laco” 
Powdered - Granular - Bars 
















Wrenn 


NCORPOQORATED 
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HERE'S WHAT WOMEN WRITE 
ABOUT “ROUGE SUPREME” 


Hundreds of women tested “Rouge Supreme” against the 
rouge they'd been using. Published below are the results of 
that test as tabulated by Hurdman and Cranstoun, Public 
Accountants, New York City: 


Do you prefer Rouge Supreme to the rouge 


you’ve been using? 
YES—1568 NO—135 
Is it finer in texture? 


YES—1636 NO— 74 
Does it feel smoother? 
YES—1616 NO— 84 
Does it apply more evenly? 
YES—1520 NO—172 
Does it stay on longer? 
YES—1505 NO—142 
Does it look better? 
YES—1543 NO—139 


Naturally the many leading cosmetic houses that APLI has 
been serving for years quickly adopted “Rouge Supreme.” 
Furthermore, since the first of the year, four distinguished 
national advertisers have switched to this new rouge—after 
exhaustive laboratory and consumer tests. 

Should you wish to test “Rouge Supreme” we will be pleased 


to furnish samples in whatever quantities may be required. 


AMERICAN PERFUMERS’ LABORATORIES, 
Makers of the World’s Finest Cosmetics 
114 Fifth Avenue, New York, N. Y. 
Canadian Laboratories: 
1015 St. Alexander Street, Montreal, Quebec 
Lancaster 1069 
PRIVATE BRANDS EXCLUSIVELY + PRODUCTS LIABILITY INSURANCE 


ROUGE + CREAM CHEEK ROUGE + FACE POWDER + LIPSTICKS - COSMETIQUE + EYE SHADOW 
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MYDROXY CITRONELLAL DIMETHYL ACETAL 








°A remarkable chemical that replaces 


HYDROXYCITRONELLAL in all its uses 


This new chemical has important advantages over 
Hydroxycitronellal. Note the outstanding features: 


®MUGUENE 
Advantages— 
I—Resistance to action of the 
air. 
2—Harmless to the skin. 
3—Recommended for Soaps, 
Powders, Creams, Beauty 
Washes, Lotions. 
4—Resistance to action of Alka- 
lies. 


Compared with 
Hydroxycitronellal 
|I—Hydroxycitronellal oxides 

rapidly. 
2—Hydroxycitronellal is very 
irritating. 
3—Hydroxycitronellal spread on 
the skin causes burning 
sensation. 
4—Hydroxycitronellal is almost 
destroyed by Alkalies. 


You can improve the standard of your products by 


using MUGUENE with its many desirable features. 


3 HOUR BOILING TEST 
Boiling for three hours with concentrated 
caustic soda does not give any trace of 
alteration. Make your own test. 


®@ Samples promptly sent on request. 


ane 


Men belied S,: INC 


W YORK CITY ACTORY - STAMFORD, CONN. 





ATLANTA CHICAGO BOSTON PUERTO RICO 
284 MARIETTA ST. N. W. 205 WEST WACKER DRIVE 84 BOYLSTON ST. R. RUIZ & CO., 15 San Justo St. 
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HELFRICHe 


| | rouge | 


lipsticks 






An extra 


fine particle size rouge with perfect color 


dispersion, yet not absorbed by the skin. 


OTHER 
HELFRICH | 
PRODUCTS e HIGHLY in- 


delible lipsticks with rich red undertones 
COSMETIQUE 
EYE SHADOW instead of the usual purple. Incidentally, 
FACE POWDER they apply very smoothly and are lubri- 


cating instead of drying to the lips. . 


HELFRICHe 


HELFRICH LABORATORIES 


=e . 564-570 W. Monroe St, CHICAGO 
now also in 
CANAD A: HELFRICH LABS. aren vam 
690 KING STREET 30-34 West 26th St., K 
WEST, TORONTO BALDWIN & BALDWIN, 819 Santee St., Los Angeles, Calif. 


CHARLES H. CURRY, 420 Market St., San Francisco, Calif. 
ONTARIO, CANADA HERBERT J. BITTMAN, 318 People's Bank Bidg., Seattle, Wash. 
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HESE gold and white round boxes for the Adrienne 
line, one for face powder, the other for bath pou der, 
are typical Rowell boxes in quality construction, quality 
design, quality appeal. . . . The half-fine gold band at 
base, the raised gold printing on the sides and the gold 


design on top make a perfect contrast with the soft- 


texture, wedding-invitation white. . . . If your product is 


packaged in a Rowell box you know it is packaged right. 


E. N. ROWELL C wy INC. BATAVIA « NEW YORK 


SEWELI H CORKRAN 3 Fast stor hie P. TUCKER, 52 Chauncey Street 
1 St Phone: MUrray Hill 7 Phone 


Hancock 0398 


HAROLD G. MacKAY, 444 W. Grand Ave t tis ‘ The DICK DUNN ¢ Merchandise Mart 
Phone: SUPerior 167¢ r., 12th Blvd. & Spruce St Phone: Central 3544 


( H. } DUNN, Guaranty Bldg Detroi tt H. EF. BROWN 842 W. Grand Blvd 
1 Bly Phone: He " 11 319 Curtis Bldg Phone lrinity 2-0191 
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MIMOSA MICHAUX 


A lovely odor for extracts of the 


finer kind. 


| MIMOSA MICHAUX is named in 
| honor of the French-American 
naturalist Andre Michaux, who 
first introduced the mimosa plant 


into this country from Asia in 


Old Colony days. 


WE SOLICIT YOUR INQUIRIES FOR 
MIMOSA MICHAUX 


Compagnie Parento, Inc. 
Executive Offices and Laboratories 
CROTON-ON-HUDSON, N. Y. 


NEW YORK CHICAGO DETROIT LOS ANGELES 
SAN FRANCISCO SEATTLE PORTLAND, ORE. 
TORONTO 
Compagnie Parento, Limited, 73 Adelaide St., W., Toronto, Ontario, Canada 


COLOMBES, FRANCE LONDON, ENGLAND 


OAaAzZmMAPYAOD ~F 170-5 HMDO 














AROMATICS of 


OUTSTANDING MERIT | 


HYDROTROPIC ALDEHYDE 

recommended for light florals. } 
‘ 

DIMETHYL BENZYL CARBINOL 
valuable in jasmin, muguet and lilac. 
e 

DIMETHYL HYDROQUINONE 

to replace coumarin in fine bouquets. 
* 

METHYL NONYL ACETALDEHYDE 
excellent for top notes in compositions. 


ee 


OsaZzmnr7a 


W. solicit your inquiries on these 


products which merit your careful examination. 





Compagnie Parento, Inc. 


ecutive Offices and Laboratories 
CROTON-ON-HUDSON, N. Y. 


NEW YORK CHICAGO DETROIT LOS ANGELES 
SAN FRANCISCO SEATTLE PORTLAND, ORE. 
TORONTO 


Compagnie Parento, Limited, 73 Adelaide St., W., Toronto, Ontario, Canada 


COLOMBES, FRANCE LONDON, ENGLAND 












\ 


Unvarying character ¢ 
| Absolute’ freedom from 
| impurities « No trace of 
| foreign odors to alter : 
fidelity of aroma ideally — 
| 






“The Right Spirit’ for th Rae 





Whatever Alcohol You Require, 
We Make The Best Of It 


Empire Distilling Corporation 
Yonkers, New York 





ELICATE units Lagu 


REGARDLESS of the size of your plant, there are many places in it where 
inexpensive Pfaudler Glass-Lined "Junior Series'' Mixers or Storage Tanks 
will show you big savings. 

Ranging in sizes from 5 to 100 gallons and lined with the famous Pfaudler 
acid resisting glass enamel, this line protects delicate perfumes and essential 
oils from the effects of metallic contamination and corrosion. Any unit can 





be had with or without agitator, outlet valve, cover, gauge glass, etc. Prices 
start at $12.00 F.O.B. factory. 

New self-draining bottom on sizes from 30 gals. and up completely empties 
each batch—an important economy factor in handling expensive ingredients. 
Cleaning is extremely quick and thorough. Construction is of finest quality 


Facet os throughout. Heavy gauge steel, enameled both sides. Exterior metal parts 
ec =. are rust proofed. 
- , @ Send the coupon for our "Junior Series" Bulletin so you can select the size 
and accessories best suited to your needs. 
The Pfaudler Co. THE PFAUDLER CO., 1501 GAS & ELECTRIC BLDG., ROCHESTER, N. Y. 
1501 G & E Bidg., Rochester, N. Y. Factories: Rochester, N. Y., Elyria, O. Branches: New York, Chicago, 
Please send me the latest Pfaudler "Junior Philadelphia, Elyria, O., San Francisco and Los Angeles (Pfaudler Sales Co.) 


Series" Bulletin! 


=  PFAUDLER 
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HEINE & CO. 


NEW YORK 
52-54 Cliff Street 


Telephones BEekman 3-1535-1536 





LJ 
HEIKO 





NATURAL AND ARTIFICIAL 
FLOWER PRODUCTS 


AROMATIC CHEMICALS 
AND ESSENTIAL OILS 
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TO THOSE WHO DEMAND 


THE MOST OF 





Most of Scovill’s customers in the cosmetic industry are particular customers. 


They want the best in material . .. workmanship . .. design... style . . . finish. 
And we like them that way! 


For here at Seovill’s Main Plant is a thorough knowledge of the problems 
involved in supplying metal parts or products in quantity. Here is a wealth of 
experience in the cosmetics metal parts and products field. Here are designing 
facilities up-to-the-minute, and men who can assist you with their knowledge 
of styling and finishes. Here are research facilities at your disposal. 


Seovill’s capacity for filling the largest orders on schedule makes it an 
invaluable adjunct to some of the leading cosmetics concerns. Generally, Scovill 
produces made-to-order material designed and fabricated to fit one customer’s 
line. But by adapting or changing standard parts, a long list of houses have 
also found in Scovill a source of supply exactly meeting requirements. 


A representative from any Scovill office (in Canada, a representative from 
our Toronto plant) will be glad to work with you on your metal container Qy 
or closure and metal part needs. SCOVILY 


Ss ¢ OF V IL L 


SCOVILL MANUFACTURING COMPANY 
79 Mill Street Waterbury. Connecticut 


Boston - Providence - New York - Philadelphia - Atlanta - Syracuse - Pittsburgh - Detroit 
Chicago - Cincinnati - San Francisco - Los Angeles «- IN CANADA: 334 King St., E. Toronto, Ont. 
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SCENIC BEAUTY: [he imposing and picturesque Dolomites afford 4 
splendid Summer playground and there is always the excuse of 
“investisatiné essential oil conditions.” 
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What Do You Want for Christmas? 


MANUFACTURERS 
have been planning and preparing for 
several weeks for a Christmas which 
they confidently anticipate will be the 
best since the start of the late and un- 
lamented depression. It has been the 
Editor’s privilege to examine and ex- 
claim over some of the fine things 
which the industry will hopefully 
launch for its holiday merchandising. 
Much of what he has seen is good, but 
he was doubtful, as were the manu- 
facturers, of the salability of some pro- 
posed items and combinations. What 
then could be more logical than to ask 
the department stores, principal out- 
lets for Christmas business, what they 
wanted and what they believed their 
clients wanted in the way of gift items. 

Developing the questionnaire was 
quite a task. There was so much that 
could be asked. After considerable 
thought and several conferences, how- 


fugust. 1936 


The Editor asked Department Store Buyers from Coasi io Coast 
for their advice on the Christmas Trade. Would it be good? What 
items will go? How should they be packaged? How should they be 
priced? He received a Sratifyiné response, the results of which are 
diven in this article. He believes that manufacturers will find it a 
valuable guide in their preparations for the holiday trade. 


ever, a series of questions was drafted 
and, more or less prayerfully, sub- 
mitted to the buyers in the hope that 
their aid could be enlisted to the end 
that the industry might not be dis- 
appointed in its Christmas business. 
The response was extremely grati- 


fying and the result most interesting, 


although, of course, by no means con- 
clusive. It is unnecessary to write an 
extended article on the subject. The re- 
sults of the questionnaire, expressed in 
percentages, along with a few special 


and pertinent comments from the 


buyers themselves, will be of more real 
help to the manufacturers than would 
reams of interpretative copy. Here are 
the results: 
1. Do you anticipate a good season 
for Christmas gift merchandise? 
Yes 100% 
No O% 


“Best in five years!” 


2. Do you prefer regular items with 
a special Christmas wrap which can be 
removed so that the items can go into 
regular stock after the holiday? 

Yes 89% 
No 11% 

“VYes—if the wrap is not too gay. 
Otherwise, just boxed.” 

3. What percentage do you prefer this 
way and what in straight gift merchan- 
dise ? 

Answers ranged from 100 per cent 
down to 50 per cent, the average being: 
Special wraps 73% 

Gift merchandise 27% 

!. Will Christmas wraps be as popu- 
lar as merely well designed decorative 
wraps ¢ 

Yes 6214% 
No 371 2% 

5. Should items which will turn 
sales into regular lines be brilliantly 
packaged throughout, or should only 


45 
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the outer wraps be brilliant? 


Throughout 21% 
Outer only 79% 
**Regular lines’ should be nicely 


packaged so that the package will be 
kept in front of the client all the time.” 

6. Do you find elaborate packaging 
an aid or a drawback to the sale of 


low pri ed merchandise ? 


\id 71, 
Drawback 524‘ 
“No package should be too elabo- 
rate.” 
“If not too gaudy, elaborate pack- 
aging helps.” 


i. \\ ould 


metics pat ked with related accessories 


be interested in 


COs- 


you 


as Christmas sper ials? 


Yes ao 
No Mi," 
“Only on the lines in which we spe- 
cialize. 


& What form of perfume will be 
popular this year? Extract? 
Toilet Water? Cologne? Sachet ? 


It is impossible to express replies to 


most 


this question in percentages. The rat- 
in Extract, Cologne. 
Toilet Water, Sachet, in that order. Ex- 
tract was mentioned as first in practi- 


cally all the 


almost as good a second. 


ing. however, is 


with Cologne 
Toilet Water 


was much preferred to Sachet which 


replies 


seemed definitely unpopular. 


9, Would you like combinations of 


these with the extract in sufficiently 
small size to keep the item in the vol- 
ume price field ? 
Yes 
No 


you 


Ol’, 
39°, 
10. Would like treatment 


combinations? 


line 


Yes 58 ‘ 
No 12°% 


‘Treatment combinations are. as a 
rule, too risky as gifts.” 
“Only 


not 


the so-called ‘luxury’ items. 


ordinary creams. lotions, and 


powders.” 
11. Would like 
combinations of make-up items? 
Yes 50°, 
No 50% 
“Perhaps, in established, nationally 


you harmonized 


advertised lines.” 
“Very 


The buyers are afraid to take a chance.” 


poor for gift merchandise. 
“A very few might go, but I would- 
n't plunge on them.” 

12. Would you like bath combina- 
tions such as soap, bath salts and dust- 


, 


ing powder 
Yes 


No | 


oor 
82 f 


»« 
> ¢ 
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“All right if the soap is not em- 
f I 

phasized.” 
“Last year these were big sellers.” 
“In very high class lines, but not in 

the lower priced brackets.” 


13. Would) you like’ manicuring 
combinations ? 
Yes 74% 
No 20°; 
“Regular sets will sell. but [| am 


afraid of the ‘specials.’ ~ 
14. Would like 
of two or more shades of nail polish ? 
Yes 60%; 
No LO’, 
“This has been overdone.” 
“I’m frankly 
angle.” 
“Too much 
breaking of sets. We can’t do this dur- 
ing the rush.” 


you combinations 


afraid of the color 


shiftine of colors and 


15. Will week-end kits be popular 
for Christmas ? 
Yes 04% 
No 30% 


“The right ones will be, but too many 
are not right.” 
“They 


with me in the past.” 


should be. but haven't been 


16. What other items, not mentioned 
here, would be acceptable as Christmas 
merchandise ? 

\ host of answers to this question 
came in, too many being listed for the 
space available. Those mentioned more 
than three times are listed in the order 
of popularity: 


po 


BRYLCREEM ALWAYS 








Men’s sets, cut glass and other per- 


fume bottles. packages of down puffs, 
compacts, perfume atomizers. boxes 
of soap, novelty dusting powder pack- 
ages, metal or plastic brush and comb 
sets, travel cases. 

\ final question on prices and what 
price ranges would probably be most 
popular at the holiday season elicited 
such varied responses that no definite 
figures can be given. A careful study 
of all of the replies, however, indicates 
that price will by no means be an ob- 
stacle to sales during the Christmas 
season. In fact. opinions of leading 
buyers indicate that they anticipate bet- 
ter business in the high and upper 
moderate price ranges than they do in 
the cheaper lines. 

The editor is gratefully appreciative 
of the assistance of buyers in leading 
stores from Coast to Coast in the com- 
pilation of this material. He hopes that 
they will not be disappointed in the 
holiday offerings which will come to 
them from manufacturers of perfumes 


and toilet preparations. 





FINISHES AHEAD: 


At this year’s Derby, the County Perfumery Co., of London, seized the 
opportunity of advertising the firm’s immensely popular “Brylcreem”—an 
oily dressing for the hair—by means of aeroplane, the slogan displayed 
being the very appropriate one of “Brylcreem always finishes ahead.” 
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HYDROLY 





A new method proposed by E. ke WALLACE, Professor of Chem- 
istry, Pennyslvania State College for Women, and J. R. MOORE, 


Chemical Engineer. 


I\ the past, fats 
have been hydrolyzed by the use of va- 
rious methods. The media which have 
been used have, ordinarily, been acid 
or alkaline. The products, in turn, 
have been either fatty acids or soaps 
respectively. The older methods em- 
ployed either alkali or alkaline earth 
hydroxides with the fat and water, 
thereby producing soluble or insolu- 
ble soaps. The soaps on formation act 
as emulsifying agents and emulsifica- 
tion increases as the reaction pro- 
gresses. 

More recent acid-hydrolysis meth- 
ods employ emulsifying agents of an 
acid character, for example, Twitchell 
reagent. Irrespective of the acid or 
alkaline medium, the rate of hydrolysis 
depends on the intimacy of contact be- 
tween the reagents. In an emulsion 
there is more surface contact than in 
methods where there are two layers 
with one interface disturbed by blow- 
ing a blast of air or steam through the 
mixture. Likewise, if the emulsion can 
be converted into a true solution, still 
more rapid action will. take place. 


Method 

Previously, true so- 
lutions were impossible in hydrolyzing 
mixtures because of the immiscibility 
of water and fat in the ratio employed. 
To produce the desired true solution, 
the amount of water must be reduced 
and a common solvent for fat and 
water introduced. 

The complete miscibility is produced 
by dissolving the fat along with about 
two and one-half times the stoichiomet- 
rically required amount of water in 
acetone. 
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Due to the high vapor pressure of 
the acetone and the relatively slow rate 
of hydrolysis at atmospheric pressure, 
the reaction is carried on under pres- 
sure, 

The contact agent is one which will 
produce a pH less than 7, i.e., an acid 
medium. Naturally an inorganic acid 
is expected to serve the purpose. The 
various acids will differ in the effects 
they produce and sulfuric acid seems 
to be the preferred acid. However, in 
place of the acid, a salt, e.g., sodium 
hydrogen sulfate, which hydrolyzes to 
form an acid medium, can be used. 


Typical Hydrolysis 

\ typical hydroly- 
sis may be cited. The following mea- 
sures are by volume: 

100 parts of fat 

100 parts of acetone 

15 parts of water 

yy part of 98% sulfuric acid 
are placed in an autoclave and heated 
by steam coils to a pressure of one 
hundred fifty to two hundred pounds. 
Fifty to sixty per cent of the fat is 
hydrolyzed in fifteen minutes to an 
hour and one-half. Additional water 
is then pumped into the autoclave un- 
der pressure and heat is applied for 
from fifteen minutes to an hour and 
one-half additional, when the hydro- 
lysis will have reached ninety-five to 
one hundred per cent of the fat, de- 
pending upon its nature. 

The percentage of acid used will 
vary according to the grade of fat be- 
ing hydrolyzed. On a low grade fat 
which must be distilled after hydro- 
lysis, the higher percentage of acid is 
used and the time of hydrolysis short- 
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ened. On a high grade fat the lower 
percentage of acid is used and the time 
of hydrolysis lengthened. 

After the reaction is completed, the 
acetone is evaporated off until the 
glycerine forms a separate layer from 
the fatty acids, from which it can be 
removed and recovered in the regula 
manner. 

The entire time consumed from the 
mixing of the reaction ingredients to 
the separation of the fatty acids from 
the acetone is about three hours. 

Various fats including lard, tallow. 
and coconut oil have been hydrolyzed. 
It is not necessary to pre-treat any fat 
Other 
solvents which produce a mutual solu- 


with acid before hydrolyzing. 


tion between fat and water may be 


used. 


Advantages 
1. Pre-treatment of 
fats is not necessary. 

2. The time required for the com- 
plete operation has been shortened 
appreciably. 

3. Ordinarily the percentage of wa- 
ter with the glycerol is large and re- 
quires laborious fractional distillation 
to separate the latter. This method 
leaves the glycerol in a more concen- 
trated state, thus requiring less time 
and expense for the separation. 

1. It has also been learned that the 
fatty acids may be separated into two 
fractions, solid acid and red oil, by 
proper mixture of water and acetone 
after the hydrolysis is complete. 

5. The relative amounts of acetone 
and water may be varied so as to yield, 
on filtration of the product, a high 
grade of solid fatty acid or a high 
grade of red oil. 




















The INDUSTRY 
AT PLAY 
...and Work 


informal pictures for this department 
will be welcomed by the Editor. Send 
in that snapshot. The only requirement 
is that the picture be clear enough to 
reproduce suitably and that it be en- 


Wilbur Elliott and Joe 
Wolff (Michigan Associa- 
tion) practicing for that 


tirely informal in character. inter-city match. 


, 
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Sydney Newman (Shun Co., 
Atlanta) with his 68-pound sail 
fish. Charlie Senior (Flora- 
synth) was on trip; catch un- 
reported. 


Jerry Danco (Gerard J. 
Danco, Inc.) with just one 
of the tuna caught off his 
summer home on the Jer- 
sey Coast. 


F. W. Ballentine (Pinaud 
sales manager) gets a 
breath of air atop the 
Pinaud building in New 
York. 


While Ken Dyke finishes up his 
work as Colgate advertising 
manager before his resigna- 


iY tion. 


—and Martin Kaufman (4711 vice- 
president) and Irving Ravett (4711 
sales representative) are shown, 
not at the races, but watching Boss 
Richard Stern sail for Europe. 





GOLOBRS 


A NY commentary 
on coloring materials must include na- 
turally occurring substances as well as 
synthetics. While it must be agreed that 
most natural tinctorials are rapidly 
falling into disuse, a certain number 
of these are still in quite large demand 
in some parts of the United States as 
well as the rest of the world. 

However, the major part of our dis- 
sertation will bé concerned with syn- 
thetics, as these materials are baffling 
to the average user, possibly because 
of their recent origin. For it was not 
until late in the 19th century that syn- 
thetic colors became available. Yet, the 
remainder of that—and the beginning 
of the 20th century—saw such great 
strides in organic synthesis, that today 
industry is not able to utilize more than 
a fraction of the number of coloring 
materials that can be made. 

Finally, to understand the handling 
of coloring agents, one must be able to 
interpret the phenomena of color. 


Theory of Color 


The color of any ob- 
ject is dependent on the colors of the 
spectrum absorbed by it. Stripping 
the complicated physics from the defi- 
nition, a red object is red because it 
absorbs all the other colors of the spec- 
trum except red. A blue object is blue 
because it absorbs all spectral colors 
but blue, and so on. Consequently, 
colored objects have a different appear- 
ance in various kinds of light. Exclud- 
ing sunlight, daylight or artificial day- 
light, a red object looks red only in 
red light, and black in all other light. 
Blue is blue in blue light only, and 
black is black in all kinds of light. 
This knowledge is used in planning 
stage, screen and society make-up. 

Equally important, though seem- 
ingly complicated, are the three factors 
or qualities contributing to, or describ- 


ne 
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R. P. COLE, Chief Chemist of Eaton Clark Co., and MAISON G6, 
DE NAVARRE, our Contributing Editor on Toilet Preparations, 
here collaborate on an article whieh should be of immediate prae- 
tical value to everyone engaged in the manufacture of cosmeties and 
toilet preparations. Coloring of powders, creams, lotions and other 
products has loné been a difficult and at times costly problem for 
the manufacturer and unbiased and independent information on the 
subject has been notoriously seanty, especially where cosmetics are 
concerned. It is a pleasure to present this fine article on such a 
complex subject—S. L. MAYHAM 


ing the sensation of color. Donovan 
calls these: hue, luminosity and purity. 
Munsell uses the terms hue, value and 
chroma, to describe the same factors. 
Hue is a function of the wavelength. 
and a difference of wavelength mani- 
fests itself in a new hue. Thus, red is 
of a different hue than blue. The value 
of a color is determined by its bright- 
ness on a scale of light to dark. Gray. 
for instance, would be on a scale of 
white (on the light end) to black (on 
the dark end), through the various 
gradual changing shades. Chroma 
demonstrates the presence or absence 
of gray in any hue or color. For a 
thorough description of these proper- 
ties, see Volume III of the 7/P/ Mono- 
graphs on Color. 

With these fundamental principles 
of color clarified. the next move is to 
study the colors proper. These are 
divided according to groups, as shown 
in the chart on opposite page. Each 
group is discussed separately. 


Coal Tar Dyes 

Some of the first 
synthetic dyestuffs made had aniline 
oil as a base, and were known as ani- 
line dyes. Aniline oil itself was for- 
merly obtained from coal distillation 
and since this time, dyes originating 


Photographs of Spectra by T. J. Hanwick, Polytechnic Institute of Brooklyn 


from coal tar distillates have been 
called anilines. This is not the correct 
nomenclature, as most dyes do not 
have aniline as a base. Coal tar dyes 
are derived from benzene, toluene, 
xylene, naphthalene and anthracene. 

The manufacture of these synthetic 
dyestuffs is so complicated that no one 
manufacturer produces the complete 
range, which, at the last publication of 
the Colour Index, numbered 1230 dis- 
tinct chemical compounds. Some of 
these, of course, are now obsolete, but 
numerous new dyes are patented every 
year. A few reach the ultimate con- 
sumer; though many of them are not 
marketed, being either non-competi- 
tive to existing types or, lacking sufh- 
cient advantage to warrant the expense 
of manufacture and marketing. 


Synthesis of Amaranth 
Amaranth (Colour 
Index No. 184) is a ruby red dyestuff, 
which, when properly manufactured 
and certified by the U. S. Government, 
can be used in foods. For a great many 
years, uncertified amaranth had been 
used for dyeing wool, but due to the 
manufacture of types with better work- 
ing qualities, its use as a textile dye- 
stuff is limited at the present time. 
From the chart shown on page 52 it 








can be readily seen that the manufac- 
ture of coal tar colors is a complicated 
process and perforce expensive, yet 
amaranth is one of the simplest dyes 
to synthesize. 


Sensitivity of Coal Tar Dyestuffs 

Coal tar dyes are a 
counterpart of the human race, prob- 
ably more so than any other inanimate 
materials. Every dye has its own pecu- 
liar properties and characteristics. A 
dye brilliant, 
have a high color value, but be very 
fugitive to light 


may be exceptionally 
at the same time it 
may withstand the action of strong re- 
ducing agents. Another dye may be 
dull and lifeless, but so fast to light 
and crocking that it will almost outlive 
the product in which it is used. 


Families of the Coal Tar Dyestuffs 

As more colors are 
used in the textile trades than in any 
other single industry, most of the dyes 
are classified according to their appli- 
cation in the textile crafts. 

The principal families applicable to 
the toilet goods industry are acid, basic, 
spirit and oil soluble colors. 

Acid colors are dyestuffs which dye 
wool in an acid bath and basic colors 
are dyestuffs which will dye mordanted 
cotton, 


Acid Colors 

Acid colors as a gen- 
eral rule are bright and fairly fast to 
light. Most acid colors stand up well 
in aqueous solutions without precipita- 
tion. These properties make them espe- 
cially suited for the toilet goods trades. 
Such (C1-640), 


colors as tartrazine 
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patent blue (C/-714), acid orange 
(C1-151), acid amaranth (CI/-184), 
naphthol yellow (C/-10), are indis- 


pensable in coloring lotions, hair 
tonics, ete. 

In using acid colors, however, one 
must know the peculiar characteristic 
of each particular color. For instance, 


(CI-151) will 


strong alkali and ean be safely used 


acid orange II stand 
for coloring soaps. If this same color 
were used in a lotion, the color would 
precipitate out in a few hours. 

These points have to be considered 
when selecting acid colors. In selecting 


for 


should be made, or a trained colorist 


colors any preparation — tests 


should be consulted. 


Basie Colors 
Basic colors. as a 
rule, have high color value, and bril- 
liance, but are quite fugitive to light. 
Most basic colors are soluble in alco- 
hol as well as water. Basic colors when 
with 
tannic acid solution, will form color 
lakes (insoluble color bodies). which 
are useful for coloring powders, rouges, 
Color lakes will 
little later in this article. 
Among the more common basic dyes 


dissolved in water and treated 


etc. be discussed a 


are: malachite green (C1/-657), methy- 


lene blue (C/-922), methyl violet 
(C1-680). chrysoidine (C1-20). rhoda- 
mine (C/-752), and auramine (CI- 


655). These colors find a limited range 
of usefulness in nail enamels. as well 
as in the manufacture of color lakes. 


Spirit Soluble Colors 


There are several 


different families of spirit soluble 


COLORS 


Spirit oil Water Coflor Chemical 
Soluble Soluble Soluble Lakes Pigment 
Certified-Technical Transparent Opaque 
























colors. As mentioned before, most of 
the basic dyes are spirit soluble. Most 
oil soluble colors are soluble in alco- 
hol as well. 

Within the past few years, American 
introduced 
new lines of spirit colors which are not 


manufacturers have two 
soluble in water as are the basic colors. 


These colors are manufactured from 
the character of the basic 
changed completely. It is 
fast to light, insoluble in 


water and the brilliancy has been re- 


basic dy es; 
dye being 


now quite 


tained. Spirit colors are mostly used 
for coloring perfumes, toilet waters, 
nail enamels, and other nonaqueous 
preparations. 

One of the outstanding spirit colors 
is spirit nigrosine (C/-864) a dense 
black. This color is manufactured by 


sulfonating the water soluble nigrosine. 


Oil Soluble Dyes 


Oil soluble 
are usually understood to be soluble 
in the animal, vegetable fats, oils and 


colors 


waxes. Oil colors, as a rule, are very 
soluble in fatty acids, and coal tar 
naphthas, but 


oils 


sparingly soluble in 
| : 


paraffin and waxes. Generally, 
enough oil soluble color will dissolve 
waxes to colo 


in mineral oils and 


them sufficiently for use in toiletries. 

Most oil soluble colors are not very 
fast to light nor are they exceptionally 
brilliant. Oil colors are chiefly used for 
creams, sun tan oils, and brilliantines. 

A few of the common oil colors are: 
oil red (CI-248),. oil yellow OB (Cl. 
22). oil soluble chrysoidine (C1-2) 
and Victoria blue base (C/-729) 

(An interesting development of the 
color industry is the certified food dye, 


VEGETABLE 


Natural 
Earth 


Oil 
Soluble 


Water 
Saluble 





so-called coal tar or aniline dye. At 
the time of the passage of the Food and 
Drugs Act in 1906, only seven coal tar 
dyes were permitted certification. Dur- 
ing the next ten years, four more were 
added to the list, 1926. the 
remainder have The 
total number of certified food dyes to- 


and sin 


been included. 


day is fifteen. These are listed accord- 


ing to color: 


{ Amaranth 

RED | Ponceau SX 
A ‘yy > 

|} Ponceau 3R 


Erythrosine 
ORANGE} Orang: 


Sunset Yellow FCI 


YELLOW 


lartrazine 


Naphthol Yellow 5S 


Fast Green FCEK 
GREEN } Guinea Green B 
Light Green SF Yellowish 


B | Brilliant Blue FCF 

sLUE | Indigo Sedium Disulphonate 
‘low OB 

OIL SOLUBLE! Yellow 


| Yellow AB 


Orange | is the only orange tint cer- 
| 


tified, though various orange colors 
can be made by mixing other certified 
colors. Only two oil soluble dyes are 
official. From this, it can be readily 
seen that there are numerous gaps in 
the list, offering opportunity to the 
enterprising dye chemist. For instance, 
there is no satisfactory black color of 
food and drug grade. Oil soluble colors 
are lacking too. 

Certified colors are definite chemical 
substances, and prepared by known 
methods. As the dye forms during re- 
action, it dissolves in water when solu- 
ble, and is recovered by crystallization. 
Technical dyes are those from which 
the 
colorless impurities and other reacting 


interacting materials such as 


material have not been removed. In 


fe ” rd 


purities must be absent. The dye is then 


dye manufacture, all these im- 
analyzed, a sample sent to Washing- 
ton, D. ie 
issued for that batch, if it is found to 


be pure. The amount of pure dye is 


and a certificate is then 


stamped on each package, and averages 
about 90 per cent. The remaining 10 
per cent usually consists of water of 
crystallization and salt occluded dur- 
ing crystallization. 

Technical grades of certified food 
dyes are used in toiletries, for the small 
amount of colorless intermediates and 


other foreign materials will not affect 
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the cosmetic, since it is not be taken 
tinctorial 
power hand in with this 
grade dye and for that matter with the 
certified grade too, again reminding 


internally. Variation in 


hand 


goes 


the chemist of the importance of color 
control. 


Properties and Uses 
AMARANTH § (CI. 
184) The dry color often looks dis- 
similar from batch to batch or from 
different manufacturers, but the shade 
is the same. Dilute solutions of ama- 
ranth have a magenta red color and 
can be used in tinting slightly acid 
toiletries. It can be mixed with either 
ponceau 3R or ponceau SX to give 
various red shades. 
Ponceau SX (C/—) 
water to a reddish orange solution be- 


dissolves in 


coming more red on dilution. It, too, 
can be used in slightly acid prepara- 
tions. Blends with tartrazine and sun- 
set yellow. It is superior to ponceau 
3R, gives brighter shades, and not as 
fugitive with less tendency to darken. 

Ponceau 3R (CI-80) is much like 
ponceau SX, but is subject to deteriora- 
tion, especially when mixed with fruit 


Sodium-4-sulpho a-naphthalene-azo-b-naphthol-3:6 disulfonic acid 


juices, particularly citrous juices, then 
it changes to a dirty brown. This can 
be overcome by adding small amounts 
of naphthol yellow S to the product. 
ERYTHROSINE (C1-773) gives a pink- 
orange tint, becoming redder on dilu- 
tion. This dye is very sensitive to acid, 
being precipitated by traces of the 
weakest ones. It is useful in tinting 
toiletries with an alkaline reaction. 
SuNnseT YELLow FCF (C/-—) 
duces yellowish orange tints in water, 


pro- 


becoming more red on addition of 
alkali. One of the most useful dyes, 
blending with Tartrazine and the pon- 
ceaus. Superior to orange I in most 
cases, 

TARTRAZINE (C/-640) gives a green- 
ish yellow tint in water when very di- 
lute, but gets deeper yellow on concen- 
tration. Gives lemon yellow tints in 
slightly acid solutions and is likely to 
mold in solution. Blends with orange I 
and other certified dyes to give various 
secondary shades. 

NAPHTHOL YELLOw S (CI-10) gives 
one of the greenest of acid yellow tints. 
Its use in toiletries is limited. 

ORANGE I (C1-150) is orange colored 
in water solution, becoming red on 


The 
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addition of alkali. Water solutions de- 
compose slowly, with complete dis- 
charge of color. Gives red tints with 
amaranth and ponceau 3R. Precipitated 
by hard water containing calcium salts 
and by acids such as citric and tartaric. 
It also has a pronounced bitter taste. 

Fast Green FCF (Cl-—) 
bluish green tint in water solution, be- 


has a 


coming more green on addition of acid. 
Sodium carbonate or hydroxide causes 
the solution to become red by trans- 
mitted light and violet by reflected 
light. Nice deep green tints can be had 
when combined with tartrazine. It has 
twice the tinctorial power of Guinea 
green or light green SF yellowish. 
GuINEA GREEN B (CI-666) 
lar to light green but its shades are a 
little bluer. The color is very fugitive. 
Light GREEN SF YeELLowtsH (CI- 
670). Dilute water solutions are green 


is simi- 


with bluish tinge. The color is fugitive 
and readily destroyed by overheating. 
as well as by alkalis and acids alike. 
Both light green SF yellowish and 
Guinea green B are subject to fading 
(that has never been explained) in 
water acidified with citric, tartaric or 
acetic acids, but not in water contain- 
ing sodium bitartrate or sodium acid 
citrate. Apparently the fading is due to 
a pH manifestation. 

BRILLIANT Biue FCF (CI1-671) 
when dissolved in water, gives a blue 
solution with a slight greenish cast. 
When used alone it gives good blue 
shades. Mixed with amaranth or ery- 
throsine it gives shades of purple 
for various purposes. 

InpiGo Soptum DisuLPHoNATE (CI/- 
180) gives blue solutions in water, but 
is very fugitive. Use brilliant blue FCF 
in place of it. 

O1t OB (C/-22) and AB (CI-61) are 
used particularly to color butter. Solu- 
ble in oil and not in water; 5 per cent 
stock solutions in corn, olive or cot- 
tonseed oils are usually used. 


Fading of Food Colors 
Fading is due to nu- 
merous causes. Among the most impor- 
tant are: 
1. Strong sunlight 
2. Excessive heating 
3. Oxidation 
1. Reduction 
5. Hydrolysis 
6. Micro-organisms 
All dyes will succumb to any or all 
of the above, since the adjective “fast” 
is a relative term referring to a par- 
ticular application of some one dye. 
Extreme care should be used in dis- 
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solving coal tar dyes. As a rule, water 
at 150° F. 
dissolve dye, or store dye solutions in 


gives best results. Do not 


metal containers, as most metals will 
reduce the color or affect the brilliancy. 
It is that 
glassware be used for manufacturing 


recommended enamel or 
and storing. 

Azo dyes (amaranth, ponceau 3R, 
ponceau SX, Orange I and sunset yel- 
low) in particular are readily faded 
by tin, either in the closure or in some 
of the equipment used in the manufac- 
turing process. Triphenylmethane 
dyes (fast green, light green, guinea 
ereen, and brilliant blue) are less sus- 
ceptible to tin reduction. When a prod- 
uct is tinted with a mixture of azo and 
triphenylmethane dye, the azo dye dis- 
appears quickly and the latter is seen 
zlone. Thus, in a mixture of Ponceau 
SX and fast green, the ponceau is quick- 
ly lost and the green more slowly. 

Sulfurous acid and sulfites decolor- 
ize azo dyes in the presence of zine 
particularly because the hydrosulfur- 
ous acid formed destroys the dye. 
Traces of copper cause tartrazine to 
become dark, sometimes almost black. 

Bacteria and molds destroy all dyes, 
but most particularly tartrazine. Dyes 
are organic compounds and it is readily 


understood why bacteria and molds 
can live on these solutions. When the 
dye has been all used by by the micro- 
organisms, the solution often becomes 
colorless or nearly so. 

Peroxide and oxidizing enzymes may 
also decolorization or 


cause fading. 


The ultraviolet rays of the sun are well 


known for their catalytic action of 


various chemical changes in com- 


pounds, so that the fading action of 
dyes in the presence of sunlight is not 
new—it needs stressing only. Excessive 
may cause internal rearrange- 
the 


some of the materials to so change 


heating 


ment within molecule, or cause 
chemically as to react with the dye. 
Acids and alkalis often cause hydroly- 
and it must be definitely deter- 


mined beforehand just what the nature 


sis, 


of the media will be before using a dye. 
Chlorinated city water and “Zeolite” 
softened water often cause difficulty. 

It might be mentioned here, that 
most dye difficulties come from the use 
of compound or secondary shades, be- 
cause one of the components may be 
more sensitive or fugitive in the prep- 
aration used, than the other compo- 
nents of the mixed dye, as mentioned a 
few paragraphs above. 

(To Be Concluded) 


COPPER AND SUNTAN 


by $s. L. MAYHAM 


In the April, 1936, issue of this mag- 
azine, Dr. Herman Goodman, advanced 
the theory that the so-called “perfume 
dermatitis” might be due to the action 
of copper, present in minute quantities 
as an impurity in the perfume. He 
pointed out that cases have been trace- 
able principally to perfumes and toilet 
oil of 


shipped in copper containers. He also 


waters containing bergamot, 
raised the question of the possibility 
that alcohol, distilled in copper appa- 
ratus might contain traces of the metal. 

Dr. article 


sented, not as containing matured con- 


Goodman’s was pre- 


clusions but as a stimulus to further 
research along the same lines. At my 
suggestion, Dr. Goodman and several 
other scientists and research organiza- 
tions have continued to work on this 
problem. The results of their findings 
will be published when the work has 
been completed. As an interim report 
on this research, however, it is now 
possible to state definitely that appreci- 
able of have 
found in several finished perfumes, 


amounts copper been 


among them those suspected of caus- 


ing the most frequent trouble. Further, 
a number of suspected perfume mate- 
rial including several samples of oil 
of bergamot secured 
the 
have been found to contain from traces 


to measurable quantities of the metal. 


independently 


from usual commercial sources 


The methods of determination were 
in some cases especially developed for 
this study and they have been supple- 
mented by spectrophotometric studies. 
The detailed results are to be presented 
in the final reports on the research. 

In the meantime, it is sufficient to re- 
port that copper has definitely been 
found in several finished perfumes, in 
oil of bergamot, in linalyl acetate and 
in alcohol of the types and grades cus- 
tomarily_ used in perfumes. No copper 
was found in a specially redistilled al- 
cohol supplied for this experimentation 
by one company which was aware of 
the purposes of the tests. A very low- 
priced rubbing alcohol also failed to 
reveal the presence of the metal. Of 
two colognes in the high-priced field. 
both imported, one contained copper 
and the other did not. 
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@ HEAT & COSMETIUS — Telling 
you that the heat raised hell with cos- 
metics in the last few weeks seems like 
rubbing it in. But it is not. Just remind- 
ing you that you must expect it, so be 
prepared. Cleansing creams, lotions, 
liquid creams and alcoholic products 
suffered most. One cleansing emulsion 
on the shelf, cracked completely during 
the hot spell. Other cosmetics. especial- 
ly those supposed to melt at body tem- 
perature, suffered terribly. Who is to 
pay for the act of God? That is your 
problem. Just as the problem of making 
a stable cream is something you ought 
to be solving now and be ready for the 
next year. For, the last three or four 
vears have all been like this, hot for sev- 
eral weeks, with subsequent cool spells. 


@ CETYL ALCOHOL 


Meyer, writing in Pharm. 


Casparis & 

fet. Helv.. 
find that the addition of 3 per cent cetyl] 
alcohol to lard had about 8 times the 
water absorbing power of a 5 per cent 
lanolin addition to lard. When 4 
cent cetyl aleohol was added to petrola- 


pel 


tum, it had 33 per cent less water ab- 
sorbing ability than petrolatum contain- 
ing 5 per cent lanolin. Hydrogenated 
peanut oil containing 3 per cent cetyl 
alcohol had more than twice the water 
absorbing power as had a lanolin con- 
taining hydrogenated peanut oil. Their 
tests also showed that commercial cety| 
alcohol was as good as low or high boil- 
ing fractions of a commercial grade. All 
goes to prove that cetyl alcohol can be 
a very useful material when used with 
the right other ingredients. 


@ “VITAMIN F2?” When a man- 
facturer builds a better mousetrap, the 
world is supposed to beat a path to his 
door. But when a manufacturer paves 
a super-highway to his offices, it seems 
to be just the reversal of the usual or- 
der. It has been my experience that 
mushrooms that grow during the night, 
wilt and die in the sun. Even as the 
mushroom is useful, so are some of the 
products highly advertised. “Advertis- 
ing is a most beneficent torchbearer to 
. but 
whether or not it will continue to be 


the progress of civilization 
so depends on the definite elimi- 


o4 


nation of grossly exaggerated advertis- 
ing statements,” says an editorial in 
Standard Remedies (our italics). We 
might add the words propagandized 
products, to the above quotation. 
Referring to “vitamin F,” the data 
published in cosmetic trade papers (re- 
viewing purportedly the work of many 
observers and workers) would be much 
more convicing if it emanated from 
sources other than those so closely as- 
sociated with the sole supplier of a so- 
called “vitamin F.” Let us not be blind 
to the fact that the oil used in the orig: 
inal experiments was linseed oil and 
its fatty acids, not a special mixture 


offered under a catchy trade name. 
Further, the tests by the many original 
workers were not on normal subjects, 
Proof by unbiased parties of the use- 
fulness of this 
cases would certainly help the sup. 


material in normal 
plier to substantiate his contentions. If 
a product really has merit, it is not 
usually too difficult to prove it, nor is 
it generally 


necessary to exaggerate 


its merits. 

@ XMAS PERFUMES 1956 [wo 
years ago we predicted the success of 
gardenia as a popular odor. Now we 
predict that you will see such odors as 
amaryllis, camelia, honeysuckle, mag- 
nolia and wallflower in greater abun- 
dance than ever before. The floral ten- 
dency is getting stronger each year, and 
will continue so for a few years, when 
we will again go to exotic blends. Wean- 
while it’s florals! 

(Note: He has had pretty fair luck on 
S. L. M.) 


his guesses in the past. 


the Old Man wit 


f The multiplicity of vitamins, real 
? and alleged, and their potency in 
everything from hair dressings to shoe 
polishes, have our ancient brain in a 
whirl. All of them, even the most faintly 
alleged ones, must be good for some- 
thing, and most of them, judging from 
the advertisements, are adaptable to the 
products of our industry. Certainly, our 
lovely ladies need no longer fear the 
ravages of the forties or even the dam- 
age of the eighties with all the life and 
youth which these wondrous products 
will bring them. We cannot help but 
wonder though what our good friend 
Mr. Walter Campbell will think of all 
this, if and when cosmetics come under 
his somewhat skeptical and unbelieving 
eye. Also who will be the first to be 
taken for the sleigh ride. 


Congress has passed a tax measure 

about which we shall all hear a 
sreat deal between now and the Third 
of November. What will probably not 
be heard, at least in very loud tones. 
will be the fact that the excise taxes on 
jewelry have been repealed. Those on 
soaps and cosmetics have not. Can 
it be that Congress now believes jewels 
are a necessity and cosmetics still a 


luxury? Or is it just that the gold- 
method the 
cosmeticsmiths another in working on 
This 


will bear a deal of looking into, if we 


smiths used one and 


our hard pressed legislators? 


are to have that promised campaign 


for repeal in 1937. 
f Returning from a tour of one of 
the Long Island beaches, our keen 
nosed, synthetic hound reported that 
he had seen 14 brands of sun prepara- 
tions in use. Prices (chain store quo- 
tations) ranged from 39 cents to $1.97 
with an about 99 
That dog does bring in the most use- 
less, but interesting, information. 
A few 


B mitted us a preview of some of 


their Christmas items. From what we 


average of cents. 


manufacturers have _per- 


have seen, it will, as usual, be a very 
good Christmas for some and not so 
good for others. As far as we can go 
You'll see them all a 

FREEGIFT PATCHIN. 


at the moment. 
little later. 
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New Products 
and Packases 


by MARY L. GOODMAN 


I 
HOLSE OF FRAGRANCE: “Fidelwood” SPECIAL RECOGNITION: A 


perfume, produced and sold in Bermuda, most striking and unusual con- 
will soon make its appearance in this mat ; 
ket. This perfume, made of Fidelwood flow- ‘a!ner tor a beauty lotion is that 
ers, has a delicate and pleasing fragrance. ysed by Revillon for its “Lait de 
and is packaged in a distinctive light blue ' e . 
feested bottle with « blue glass stopper. It Beaute.” Such a bottle is an at- 
is enclosed in a white carton with blue edge. tractive accessory for any dressing 
which is covered with blue and white paper 
of floral design. A black and white label is 
the only decoration on the containers. to find one manufacturer who re 


table, and we are indeed delighted 


9 alizes the importance of a smart 
- . 
container for a preparation other 

GLERLAIN: Another important house now 
presents a “Cuir de Russie” perfume at- 
testing further the popularity of this odor. 


than perfume. Made of heavy 
glass, this bottle has a firm base, 


The bottle has a silver and gold label and and the only decoration is a gold 


glass 5 r, and is enclosed in > pi 
gla topper, and is enclosed in a pale pink wasted: Tale) acid anit ousdk aseuaia 


the neck. 


carton with gold trim. This company has 
also just introduced a new cream rouge 
which is said to be waterproof, and is avail- 
able in five shades. It comes in a charming 
little ivory molded case and is packed in 
an attractive black and green carton deco- 
rated with a mask. 


» 
DAGGETT & RAMSDELL: Here are two 


new Summer items which should have a 
popular appeal throughout the year. The 
deodorant is a delicately scented lotion 
which may be applied directly to the body, 
and comes in an opaque tan bottle with 
silver metal cap. The pine oil bottle is 
tightly corked and covered with metal cap, 
and both containers have silver labels on the 
back giving directions for their use. They 
are packed in corrugated board which is 
covered with heavy silver foil and tied with 
yellow ribbon, making very attractive pack- 
ages for the counter or display case. 
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MATCHABELLI: During these hot Summer days, dusting powder 
is gradually coming into its own again, and Matchabelli is now 
featuring this product in two odors, “Duchess of York” and “Albano.” 
The handsome container is in white with gold lines swirling away 
from the crown in the center, and a luxurious Jamb’s wool puff is 
enclosed in the package. 














- 

» 

HARRIET HUBBARD AYER: Two new 
items recently introduced to build up Sum- 
mer sales. The Foot Ice is designed to re 
lieve tired, hot and swelling feet, while 
the Deodorant Cream is said to be based on 
an entirely new formula which retards per- 
spiration without stopping the normal flow, 
and at the same time completely removes 
odor. Both items are conveniently packed 
in white tubes with the popular “No-Kap” 
closure, and directions for their use are 
printed in black on the back. The white 
paper cartons follow the same color scheme 


and design. 


CHANEL: The rising popularity of Eau de 
Cologne has resulted in the introduction of 
this product perfumed with three of the 
popular Chanel odors, “No. 5,” “Cuir de 
Russie” and “Gardenia,” which is offered in 
several sizes. In keeping with the Chanel 
tradition, this item is simply packaged in a 
clear crystal flask style bottle with shaker 
top and black molded cap and is enclosed 
in a white carton with the characteristic 
Chanel black design. 


- 


WEIL: This company is endeavoring to 
make women lipstick-conscious by offering 
four lipstick cases to be used at different 
times during the day to complement the 
wearer's accessories. Their latest creation 
is the Cassandra lipstick designed for dressy 
daytime wear to harmonize with the present 
Grecian influence in clothes. The case is 
an exact copy of a Greek fluted column in 
gold and white enamel, with the name 
“Cassandra” written across the top. 
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sider his toilet 


REVILLON: Here are three interesting 
which prove that this fur manufacturer does not con- 
preparations merely a “side line.” 
The bath oil, “Eau Pour Le Bain,” comes in a high- 
neck bottle with’a hollow glass cap, which may be 
used as a measuring cup. 


OUT SAIT: The trend in florals is now ex. 
tended to a mouth wash and a liquid for the 
bath. These products are available in the 
popular floral odors and are packaged in vya- 
rious attractive sizes. Another new product 
is “Ex Tabac.” which, as its name implies, 
is used as a deodorizer for removing tobacco 
and cooking odors from a room. All the 
packages have embossed cellulose labels, and 
aside from the large floral bath bottle, which 
is capped with a white moulded closure, the 
bottle caps are covered with a silvery green 
rubberized capping skin and tied with green 
and orchid ribbon. 


10 
WM. F. MYLES, INC.: “TON,” originally 


used by the hairdressing industry as a rinss 
to remove soap curd from the hair, is now 
packaged for the retail trade as a result of 
the increasing demand for this preparation. 
The company recommends it as a_ water 
softener for the hair, hands and complexion, 
and claims it is equally effective in salt o1 
hard water. It is bottled in a frosted glass 
container with a black molded cap, and has 
a silver label with red and black lettering. 


il 
LENTHERIC: A 


heretofore 


preparation, 
directed to 


deodorant 
almost exclusively 
women, should find a ready market among 
men, and Lentheric is now offering such a 
product in powder form, designed especially 
for them. In addition to being a deodorizing 
agent, it may be used after shaving, as a 
treatment for mild skin irritations and as a 
sunburn soother. It is attractively packaged 
in a round metal container, lettered in black, 
and lacquered in ivory finish with a narrow 
black band at the upper and lower edge of 
the can, harmonizing with other preparations 
in the company’s men’s line. 


packages 


The toilet water, available 


in several odors, is packaged in a smart square con- 
tainer of heavy glass, and both bottles have gold metal 
labels. The perfume, “Egoiste,” has a delightful floral 
scent with a modern note and comes in an attractive 
round bottle with alternating flat and ridged panels. 
The name of the perfume is cut right into one of the 
flat panels, and the company’s trade mark is molded 
into the stopper. 





pl 
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12 
VIRGINIA 


are 


YOUNG: 


used 


Stock 
advantage by 


and 
caps this 
company for its line of toilet preparations. 
One of the bottles contains a white liquid 
cream, while the other has orange powder 
base, a pearly crange lotion to be used as a 
protective film over the face. 
ers have black “Durez” and 
gold foil labels printed in black. The cream 
jar, made of glossy black “Durez,” is a most 
attractive container and has a similar label 
just under the cover. 
General Plastics, Inc. 


containers 


to good 


These contain- 


caps narrow 


Photograph courtesy 


15 
R. HOVENDEN & SONS: This old estab- 


lished house has recently introduced a new 
Eau de Cologne packaged in very distinctive 
and novel containers of skyscraper design. 
The four-tiered green molded cap fits over 
the entire neck of the bottle and the attrac- 
tive labeling is in black, white and green 
tones. Photograph courtesy The Manufactur- 
ing Chemist. 
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GERARD BROS., LTD.: This attractive con- 
tainer is an outstanding example of the 
progress in packaging which is now taking 
place in England. The cone-shaped bottle, 
simulating the shape of a water lily, contains 
Lily of the Valley perfume, and has an un- 
usual red molded 
Photograph 
Chemist. 


cap, also cone-shaped. 


courtesy The Manufacturing 


15 

EMIG-KARN LABORATORIES: This is a 
new facial mask called “White Yeast Pack” 
packaged in tubes for convenient use. The 
container has a black and red pattern and 
lettering on a tan background, and the car- 
ton is designed in a similar manner. Di- 


rections are printed on both the tube and 
the carton. 





















































Not Illustrated 


ELIZABETH ARDEN: In connection 
the Centennial, Miss Arden 
created special “Centennial Boxes” in 


with 
has 
two 
sizes of her essential preparations which will 
be sold only in Texas stores. The cover of 
circular 


Texas 


the boxes is decorated with a im- 


print in blue, reading “Blue Bonnet by 
Elizabeth Arden, Texas Centennial—1936,” 


and in the center of this circle is attached 
an artificial spray of Blue Bonnet flowers. 
LUBIN SALES: A perfume recently 
introduced by this company is called “Me- 
kong” “Oriental 
The 


container is a square heavy bottle boxed in 


new 
and is described as an 
bouquet of Indo-Chinese inspiration.” 
a bisque-colored package. 
LENTHERIC:  Violet-scented sachets 
being featured by this company for 
Summer They offered in 
styles, a fringed bag held by a tasseled cord 
flower basket shape. Both are made 
of pale violet-blue satin with white trim. 


are 
now 
wear. 


are two 


and a 


REVILLON: In addition 
illustrated, this company is offering a triple 
set of its “Tornade,” “Latitude 50” and 
“Amou Daria” perfumes in unusual little 
bottles with glass stoppers. It has also added 


to the packages 


to its line a_ face powder of delightful 
French bottled i 
“Lait de 


lavender similarly to its 


Beaute.” 


| 
| 





selves of this service. 


idly as permits. 







nswers to in- 
the industry 


Answers will be published as rap- 


We shall be glad to reply promptly by mail te 


any reader who will enclose a self addressed envelope with his query. 


61.— PERMANENT WAVE SOLUTION 


Q. 1 am enclosing a formula for a 


“Permanent Waving Solution” for 
your criticism. We have been making 
this for some time, and it has been 
fairly satisfactory, though from time 
fo time operators find it insufficient 
enough. Your help would be appre- 
ciated in making a better formula.— 


1.E.. Canada. 


\. Part of the ammonium hydroxide 
in your formula is neutralized by the 
vils and fatty acid present. This neu- 
tralization produces a soap which, in 
turn, acts as a buffer to the other al- 
kalis present, hence the reason it seems 
“weak.” Do either of the following: 
(a) cut down on your oils and slightly 
increase the ammonia water. (b) 
Change the sodium to ammonium sul- 
fite and use about 5 per cent of sul- 
fonated oils (specially made for per- 
manent waving solutions) and your 
solution should work better. Let us 
know if it doesn't. 


62.— REDUCING A MEDICAL 
PROBLEM 


VY. We would like some information 
or jormulas for reducing obesity. We 
are interested in a reducing cream that 
will cause the body to sweat freely. 
G.E.R.. New York. 


\. For information on obesity and its 
treatment you will have to consult 
hooks on the practice of medicine. We 
know nothing about this. However, a 
wax mask is mentioned in “Desiderata” 
in the April, 1934, American Perfumer. 
\ similar product, the author of this 
paragraph tells us, is used under the 
direction of a physician in some New 
York salon to reduce obese bodies. 
The wax composition is so formulated 
as to melt readily, and be chilled to 
the point where it can be painted on 


58 


the body. No pain is felt by the pa- 
tient. When the body is covered with 
this mixture it stays on for about a half 
hour, when it is peeled off. This causes 
the body to perspire freely. But it 
must be done under the guidance of a 
physician for safety. The treatment is 
said to produce results. But we don't 
guarantee it. 


65.— LATHERING OIL SHAMPOO 
Q. We have been trying to make a 
lathering oil shampoo using such ma- 
terials as sulfonted castor oil with tri- 
ethanolamine and sulfated lauryl alco- 
hol, but without much results. Would 
appreciate a formula or two to get us 


C. P. D., Cleveland. 


A. Your difficulty is probably in the 
type of sulfonated oil you use. Try 
the following: 

Sulfonated castor oil R 80 parts 
Wetting agent 18 to 19 parts 
Perfume qs. 

The source of supply for each has been 
sent to you. Be sure that the perfume 


on the right track. 


you use is stable to sulfonated oil mix- 
tures. You can dilute the above sham- 
poo with water to suit your purse and 
taste. Be sure to use the grade castor 
oil indicated, or resulting product may 
not foam. 


64.— LAUNDRY TABLETS 
Q. Please advise the kind of ma- 
chinery and binders, as well as method 
used in the manufacture of laundry 
washing tablets, size 1% inches by 
inch, using powdered and crystal de- 
Please 
state the kind of material to use as a 
laundry tablets, 
using Tri Sodium Phosphate as a base 
and if it is necessary to kiln dry tab- 
lets to make them hard.—C. S. P. Co.., 
Ohio. 


tergent material as a_ base. 


binder in making 





A. The machine required is a single 
punch tablet machine of massive con- 
struction, as illustrated in an article 
written by Ralph H. Auch on page 79 
of our June, 1936, issue. A suitable 
method of manufacture will be pro- 
vided by the maker from whom you 
secure your tablet press. Briefly, it is 
necessary to make a granulation, dry 
it, then lubricate and press it. In the 
case of Tri Sodium Phosphate as the 
base, only sugar syrup is required to 
make a granulation. The granulation 
may then be mixed with tale and/or 
powdered stearic acid, with or without 
a little powdered gum. In no event 
kiln dry the tablets. A warming cham- 
ber is desirable to dry the granulation, 
but it may be air dried by exposing 
the granulation a longer time in thin- 
ner layers. 


65.— ORANGE FLOWER 

CONCENTRATES 

Q. We plan on making a skin tonic 

with orange flower water, Is there an) 

way of making this from a concentrate 

as we do not want to pay the high trans- 
portation charges on the water. 


J.H.M., Calif. 


\. A couple of the essential oil houses 
make a product that duplicates the oil 
found dissolved in orange flower water, 
on extraction with volatile solvent. 
This is used in the ratio of 1:3000 of 
distilled water. The suppliers’ names 
are being sent to you by mail. 


66.— STINGING FACE CREAM 
Q. We have been making a cream for 
some time, with no complaints. Recent- 
ly, several women users say that it stings 
and causes the skin to redden. (The for- 
mula follows.) We are sending you a 
sample of the perfume and finished 
cream. Can you tell us what causes the 
sting and how to avoid it?—A. R. S., 
Vichigan. 


\. A decided violet note is present in 
your cream and perfume. One of the 
probable ingredients is methyl heptine 
carbonate. This chemical has been 
shown to be quite a sensitizing agent to 
many individuals. The cream ingre- 
dients, if of good grade, would hurt no 
one, unless they be allergic to one of 
them. The ratio of people sensitive to 
methyl heptine carbonate as compared 
to those allergic to your cream ingre- 
dients is several times greater in the case 
of the former. So, we suggest you get a 
perfume not containing this chemical. 
Nice violet compounds can be made 
without methyl heptine carbonate. 
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DAKRh ANSWER 


Is There a “Jim Crow Law’ in the Cosmetic Industry? 


Ir seems that Joe 
Louis not only revived million dollar 
gate receipts and the interest in box- 
ing but also made industry negro con- 
scious. It is rumored that some of the 
iarge cosmetic manufacturers have 
negotiated with the fighter and his 
managers to obtain the endorsement of 
his wife, his mother, and his sisters 
for their products. In some cases the 
firms bidding for the use of these names 
had never before considered the negro 
market. If the 
ceeds in jabbing 
into 


“brown bomber” suc- 


nationally known 
manufacturers consciousness of 
the negro purchasing power, he will 
put 
“hay-maker.” In scanning the national 


indeed have over a commercial 
merchandising structure it is appalling 
to see the vast number of general line 
nationally known cosmetic manufac- 
turers that pointedly avoid 11,891,143 
prospective negro buyers. Why? Is 
there a “Jim Crow Law” in the cos- 
metic industry ? 

In dollar value the negro expendi- 
tures are equivalent to 95.5 per cent 
of all the combined total United States 
exports to all the countries of the 
world. The negro market is easily 
reached. It is compact, segregated, uni- 
fied, and exceedingly receptive. The 
typical negro is American to the soul. 
brought up on American soil among 
American customs and buying habits. 
Above all, the negroes understand Eng- 
lish and offer none of the difficulties of 
speech or foreign traditions. 

In every promotional campaign or 
advertising manufacturers 
demand and pay for only native white 
attention, boldly 


coverage, 


locking the entire 
negro market out of consideration. In 
some industries this 
But the 
themselves to be more than cosmetic 


may be under- 


stood. have 


negroes proven 


conscious. Negro money is just as 
golden as any other and certainly the 
natural leanings of the average indi- 


vidual American negro makes him a 


August, 1936 


by DON COLLINS 


cosmetic “natural.” There is no class 
of people in the earth’s pigmentation 
that are as addicted to show or suscep- 
tible to vanity as the high yellows, the 
browns, and the blacks. 

In the negro market, not alone the 
women, but the men as well, are ex- 
tremely open-minded to  self-adorna- 


tion in any form. It takes no stretch 


In the negro 


of the imagination or concentrated re- 
search to prove this fact. Just one trip 
to Harlem sell a blind 
Incense and perfume permeate the hall- 


would man. 
ways, stores, and streets. It is true that 
fragrant odors are intermingled with 
the aroma of cooking cabbage, but the 
presence of the perfumer’s blends are 
forever evident. Tight-fitting stocking 
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market not only women but the men as well are extremely 


open minded to self-adornation in any form. 


99 











































| 
| 


caps are stretched over many heads. 
betraying the hair that has been 
dressed and is being kept in a waxed 
and straight condition. From their seg- 
regated quarters in the southland and 
their penthouses of Harlem come negro 
girls displaying lips that are reddened 
to look as vivid as fresh smears of 
blood across their faces. On every side 
the negro gives evidence that cosmetics 
are a part of his natural make-up. The 
race has been no more able to entirely 
divorce itself from its ancestral war- 
paint than it has been able to move 
away from the rhythmic beat of the tom- 
toms of the African jungle. As long as 
there is life in the body of this race, 
so also will there always be an inborn 
craving for self-decoration and an urge 
to move to beating cadence of synco- 
pated music. When these desires have 
vanished there will be no more blacks 
left on the earth. 

No poverty nor depression will de- 
prive the negroes of their love of jazz 
or self-display, these emotions and 
cravings are imbedded in the very 
blood of the race, it it a definite part 
of their human make-up. The negro 
dude may be walking through soles of 
shoes that are triangular at the heels, 
but if he has not lost all self-respect, 
his hair will be plastered in place. 
Hair dressing is as essential to the 
high-yellows, browns and the blacks, 
as the bread of life. Granted that negroes 
in general are not wealthy, this has 
nothing to do with their love of self- 
glorification and gaudy fancies. A negro 
girl who sang on a well-known ama- 
teur hour was questioned by the master 
of ceremonies concerning her greatest 
desire in life, and she answered she 
wanted diamond fillings in her front 
teeth. The same master of ceremonies 
on another night asked a negro boy 
from Florida of his secret whim and 
found the greatest wish cherished in the 
lad’s simple heart was a longing for 
a pail of spats. In what nation or 
group of the entire Caucasian race is 
there such natural craving for self- 
decoration? Where else could there be 
such natural cosmetic buyers? 

To aid the negroes’ natural flare for 
display, it has been rumored that since 
repeal some of the liquor outlets have 
been sponsoring dances in the negro 
sections to further the sale of their 
wares. These social gatherings not only 
tend to unload liquid refreshments but 
stimulate the sale of evening gowns, 
perfume, cosmetics and other acces- 
sories that heighten the pleasure, color, 
and effervescence of the night life. 
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To substantiate these self-evident ob- 
servations, a survey was conducted to 
prove or disprove that the negroes do 
buy more cosmetics than any other 
group. This survey showed that the 
drug stores in negro neighborhoods 
had a cosmetic sale averaging from 
25 per cent to 30 per cent of their total 
sales volume. One of the leading na- 
tional chains reported that they sold 
more units of cosmetics per negro cus- 
tomer than to any other class. 


Beginning of Negro 
Beauty Preparations 

Surprising as it may 
seem it was not a thriving aggressive 
manufacturer who first found the sus- 
ceptibility of this race for beauty prep- 
arations. From out of an Indianapolis 
kitchen a poor widowed negress carried 
a line of crude preparations in a bas- 
ket. Hanging up her pots and pans, Mrs. 
C. J. Walker stepped upon a dazzling 
dollar trail that led from a modest 
little home to a castle on the Hudson. 
Hardship and toil were turned for het 
by a hair straightener into diamond 
studded grand pianos and solid gold 
chandeliers. In less than a score of 
years this woman startled the world 
by gathering into her possession a cash 
accumulation that mounted into sev- 
eral millions. No success story has 
more commercial glory than Mrs. 
Walker's. In it are sentences of trag- 
edy, dramatic paragraphs and an end- 
ing of accomplishment that any manu- 
facturer, barring none, should be 
proud to claim. 

A. Plough, the Overton Hygienic 
Mfg. Co., Murray’s Superior Products, 
Poro, and many others have followed 
the trail blazed by Mrs. Walker and 
each mentioned does an annual volume 
that extends well up on the six figure 
bracket. All but one of these concerns 
are owned by negroes. Confronted with 
such glaring success stories it is hard 
to understand why no _ nationally 
known established manufacturer has 
made an effort to capture a portion of 
this still underdeveloped field. 

It is also interesting to note the num- 
ber of advertisements in the negro 
papers that are run by just a few com- 
panies who are trying to create their 
own competition and throw up a high- 
powered barrier to keep other firms 
from entering this highly lucrative 
market. 

As far as advertising is concerned 
there is no class of people in the United 
States that is more easily reached, for 





they are chained into a mighty unit by 
a bond of color and racial interests, 
There are well over 66 negro news- 
papers in the country and some of these 
can show excellent ABC circulations. 
The entire negro press can be pur- 
chased as a group, or by the individual 
paper, from one representative at a 
surprisingly low milline rate. 

Many cosmetic manufacturers may 
feel they reach the negro market with 
their national advertising. This is not 
true. The negro is forced to turn to his 
own newspapers for news that is of 
vital personal interest to him. What 
general newspaper carries pictures of 
the commencement exercises at Howard, 
Lincoln, or Wilberforce Universities? 
No metropolitan daily gives the negro 
news of the annual Tuskegee Relays 
or the National Negro Tennis Tourna- 
ment. Negroes are interested in their 
own lives, social and commercial, and 
this news is not found in the media that 
displays national advertising. 


Profitable Business 
in This Market 
Any general line 

manufacturer who goes into the negro 
field with his regular line should be 
able to mine out a very profitable re- 
turn providing the advertising copy is 
right. Copy for the negro market offers 
a problem but a careful study will in 
no time reveal the solution. Nice dig- 
nified phrases won't ring up a dime in 
a Harlem cash register. but a jazzy 
headline that is salted with a dash of 
sex will find Lenox avenue full of 
ready cash. “Be kind to your face” 
may catch the eves of Miss Park Ave- 
nue but the local color of the Cotton 
Club would be far more susceptible to, 
“Hold Your Man,” “Keep Your Hus- 
band Home Nights.” or “Don’t Be 
Lonely.” Maybe the advertising de- 
partment does not like to blaze out 
with this kind of copy, but the negro 
market demands that all previous 
knowledge of advertising be forgotten. 
The dusky race demands advertise- 
ments made especially for its pecu- 
liar mental turn of mind or else it 
won't buy. Good negro copy should 
not be judged by its literary structure 
but rather by its power to ring the bell 
that adds up the daily cash total. 

There are definite copy slants that 
must be learned before attempting to 
break into this market, for example. 
the expression “Hair Grower” pulls 
3 to 4 times stronger than “Hair 
Straightener.” And in advertisements 
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featuring “Hair Preparations’ the 
“Thick,” “Glossy” and “Long” 
are the magic “Hocus Pocus” the man- 
ufacturer unlock the 
golden gates. 


words 


must utter to 

Yet it is not fair to give the impres- 
sion that the market 
gathered some of its advertising likes 
from the national trend. Some of the 


negro has not 


illustrations and photographs used in 
the negro advertising are strikingly 
modern and marked by discrimination. 

In negro copy there are even subtle 
suggestions used which are not evident 
to the outsider. For example some of 
featuring skin 
whiteners use full figure illustrations 


the companies now 
of negro girls in the semi-nude. To the 
casual observer this may seem mildly 
suggestive of sex but from a more ana- 
lytical point it will be found that such 
illustrations are used with a definite 
purpose in view. Negroes not only use 
skin but on 
their bodies as well and having learned 


bleaches on their faces 
this, the wise manufacturer slants his 
advertising accordingly. 

However, if a manufacturer should 
wish to enter the negro market incog- 
nito or make a special preparation fot 
it; that manufacturer will be presented 
with a trade name difficulty and a pack- 
aging problem. The name of the prod- 
uct must suggest negro without saying 


it. “Black and White” 


excited dark fancy 


is a name that 
while “Florence 
Mills,” a line named after a famous 
negro dancer became a shelf-warmer. 
There may be many reasons for this 
but, the that 
“Black and White” suggests a prepara- 


perhaps, ereatest is 
tion that is universally used by both 
races, but the name “Florence Mills” 
brands the line a one race proposition. 

Both Mrs. C. J. Walker’s and Black 
and White’s products are packaged in 
uninteresting containers and the in- 
toads made by products introduced 
later on may have been due to greater 
package appeal. In packaging a negro 
preparation the container must not be 
too plain. It must be over decorative 
but not howling loud. Although this 
seems a conflicting statement, it can be 
easily solved with a little research and 
study. The negro has a definite fancy 
that must be reached. Exaggeration is 
more distasteful to this race than dull 
simplicity because they are sensitive 
with racial complex. 

Price is a factor that also must be 
considered. A negro line does not have 
to be a ten-cent seller to achieve suc- 
cess line 


any more than a general 


does, but a negro line must not extend 
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There are well over 66 negro newspapers in the country and some of these 


can show excellent 


the “cash on hand” 


Landlords in Harlem, the high earthly 


beyond stage. 
heaven of all negroes, claim that no 
matter how steady or large a negro’s 
earnings are they must be nailed for 
the rent on pay day or else the cash 
supply will burn holes in the negro’s 
pocket. However, it would be a good 
that the 
would be the perfumers’ and 


two to one shot landlord’s 
miss 
jewelers’ gain. 

There are many promotional ideas 
that can be used among the negroes. 
As a race they “socialize” more than 
the They 


clubs, their men’s clubs, their national 


whites. have their girls’ 
organizations, and more than 33 Na- 


tional Fraternal Societies. As an ex- 
ample, the Boy Scout movement among 
the negro youths has reached a good 
At the beginning of 1930, 
274 councils had 789 troops under 
All of these social 


groups should prove a fertile field for 


proportion. 
negro leadership. 
a manufacturer’s promotion. 


Negroes have proved to be surpris- 
ingly open-minded toward hand bills 


{BC circulations. 


and other forms of door-to-door ad- 


vertising. Concerns merchandising to 
negroes have learned that testimonial 
advertising has a great pulling power 
with the negroes. They seem to be very 
vulnerable to any proclamation of sat- 
isfied results from any one who has 
used an article and has not thereafter 
been a subject for the undertaker. 
According to the 1930 census, the 
the 


following cities show following 


total purchasing power: 
Total Negro 


Vegro Purchasing 


Population Power 
\tlanta 90.075 $31,256,025 
Birmingham 99,077 34.379,719 
Richmond 52.988 18.386.836 
Nashville 12.836 14,864,092 
Montgomery 29.970 10,399,590 
Chattanooga 33,289 11.551.283 


And 
those with earning powers well above 
the average. There are Ethel Waters, 
Paul Robson, Bill Robinson, and Jo- 


among the negroes there are 


sephine Baker who have distinguished 
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themselves and pay fair-sized income 
taxes, 

Yet even with such wealth as this. 
in negro promotion, cash prizes and 
dollar premiums must be carefully 
avoided. The darkies’ philosophy is 






Wr. Cowling, our Merchandis- 
ing Editor, here presents facts and 
ideas of interest to the manufac- 
turers. We may not always agree 
with his conclusions and perhaps 
you, as readers, will also have dif- 
ferent viewpoints. A Blackboard 
is a place where problems are set 
down to be discussed and solved. 
Whether you agree or disagree, 
Vr. Cowling will always be glad to 
have your views or to comment on 
problems of your selection, Write 


him.—EDITOR. 


TiME TO BEAT THE BUSHES 

Not in many moons has the little fel- 
low among retailers been so receptive 
toward new lines. During the past few 
vears we have become so accustomed 
to concentrating our efforts on the big 
fellows that the good old custom of 
beating the bushes for business hasn't 
received much attention. 

But in these piping times of alpha- 
betical activity Mr. Small Dealer is 
beginning to dust off his shelves and 
cast an expectant eye toward the door 
by which salesmen enter. The sight of 
a beaming gentleman with a sample 
case clutched firmly in his perspiring 
fist no longer sends him flying to his 
hiding place behind the prescription 
case. On the contrary, there hasn't been 
such a welcome for toilet goods sales- 
men in small towns for the last sev- 
eral years. 


It is a curious commentary on human 
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well-summed up in the following 
story. An old negro was once asked 
if he wanted to make a quarter, and 
the reply was typical of that ever 
jovial race. He answered, “No thanks, 


boss. I got one.” 


by 


DONALD S. 
COWLING 


nature that when Mrs. Small Town Cus- 
tomer owed her local dealer money that 
she didn’t feel able to pay, she drove to 
the nearest big city where her identity 
was lost in the crowd and purchased 
her toilet requisites for cash. Now. how- 
ever, all caught up on local bills, o1 
having had them written off and torn 
up, with general handshaking all round. 
she is again calling on her small town 
merchant for the things she constantly 
sees advertised in the magazines and 
newspapers or hears about from her 
friends. 

W ith calls for new merchandise com- 
ing in over his counter, the dealer in 
turn is beginning to voice a few appeals 
himself. Our suggestion is that you get 
out the good old directories and com- 
pendiums and lists again and see how 
many towns that you used to have 
covered are being neglected now. Put 
them back on the map again, and add a 
few more for good measure. Your sales- 
men can pick them up on the way to 
somewhere else, and there’s new ac- 
counts for you in a surprisingly large 
number of them. 


PUSH vs. PULI 

Practically all toilet goods manufac- 
turers believe that they are in close 
touch with the ultimate consumers of 
their products, both actual and poten- 
tial. The advertising agencies which 
handle their accounts conduct impres- 
sively manned research departments, 
which upon a moment’s notice can de- 
liver to the manufacturer’s desk cute 
charts and important looking tables of 


AD 





figures which will prove almost any- 
thing. Probably once a year all the 
salesmen are called in for the regular 
sales conference, and are urged to 
speak freely upon any and all matters, 
excepting, of course, those pertaining 
to expense accounts and similar pain- 
ful topics. 

But when a new line is to be launched 
or anew number added to a current one 
usually the same old formula is fol- 
lowed. A conference is held by the 
executives of the manufacturer and 
those of the advertising agency handling 
the account, an announcement is mailed 
to the trade, samples are sent the sales- 
men (possibly with a quota), and then 
everybody in the office sits back, glow- 
ingly confident of the response of the 
women for whom the new line or article 
was created. In point of actual fact. in 
a pleasantly large number of cases the 
confidence of these executives is justi- 
fied by the results. A woman is always 
hopeful that somehow, somewhere, 
some magician will devise a formula 
that will either obliterate or disguise 
the marks that time and life have put 
upon her, and when an article, pushed 
by the manufacturer upon his :sales- 
man, by the salesman upon the toilet 
goods buyer, and by the buyer upon 
the salesgirl, is finally pushed upon 
her, she burns her skepticism in the 
fine flame of hope and makes the pur- 
chase. 

The chain of “pushed” business is 
thus complete with this forging of the 
last link, but how much effort was ex- 
pended to push that little jar of cream 
all the way down the line from labora- 
tory bench to dressing table! If the 
progress of the article had begun with 
a “pull” from the dressing table instead 
of a “push” from the sales office, the 
chain could have been completed much 
more easily, and at considerably less 
expense. 

Actually the substitution of “pulled” 
for “pushed” business is not too dif_i- 
cult, particularly in a business so for- 
tunate in its consumer contacts as the 
toilet goods business. The answer is to 
get closer to your sales people. Your 
demonstrators and the salesgirls in the 
stores where your line is sold don’t 
know much about merchandising prob 
lems, and a lot of the things they tell 
you will be colored by personal opin- 
ion and individual belief; but if vou 
will persist until you have convinced 
them of your sincerity in really wanting 
to know, you will get information that 
when threshed and winnowed will yield 
much of value. 
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Since the following editorial was written, the in- 
dustry has voted, through the Toilet Goods Asso- 
ciation, to request the revival of its formerly sched- 
uled Trade Practice Conference. It is a pleasure to 
record this fact and to assure the association of our 


complete support in this splendid, forward looking 


action.—S. L. MAYHAM 


The 


man 


more the Robinson-Pat- 


Let the Trade 
Commission Decide Act is studied, the more 

meetings that are held, the 
more attorneys consulted, the worse becomes the trade 
confusion on its numerous provisions. Even the attorneys 
for the Toilet Goods Association vigorously, if not vio- 
lently, disagree on some parts of the act and its applica- 
tion. Members of the industry, although they have been 
operating under the law for a month, have but the faintest 
idea of what they can and cannot do. In most instances, 
they are merely going along as before, trusting to a kind 
Providence to keep them out of the clutches of the law. 
In the circumstances that is about all that they can do. 
Certainly, when attorneys, and good ones too, are wholly 
unable to arrive at uniform interpretations, the toilet goods 
manufacturer can scarcely be expected to know where 
he is going. 

There has never been any great degree of uniformity 
in the industry on the various trade practices which seem 
to come under the provisions of the Act. Each manufac- 
turer has gone his own way in his treatment of the retail 
PM’s, adver- 


tising allowances and other payments for services, real 


outlets on such matters as demonstrators. 


or alleged. Certainly the practices of many of the manu- 


facturers will fall foul of the new law and some of them 
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are almost sure to find themselves in difficulties when 
active enforcement activities are commenced. 

There remains one method of approaching the prob- 
lem, which may bring some degree of order out of the 
present confusion. It is still possible under the rules of 
the Federal hold 


Conferences. The industry has one pending which doubt- 


Trade Commission to Trade Practice 


less could be revived without too much trouble. In such 
a conference, rules for the conduct of the business would 
be formulated under the auspices of the Federal Trade 
Commission, itself. By good fortune this is the govern- 
mental body which is charged with the enforcement of the 


Act. Rules 


Practice Conferences in the future must of necessity con- 


Robinson-Patman formulated in its Trade 
form to its interpretation of the meaning of this new law. 

This would seem to be a fortunate position for the 
industry. It is puzzled and worried over a new and ap- 
parently uninterpretable law. Yet it can submit its plans 
for approval to the very body which by the law itself 
Is not this the 


time to hold that long deferred Trade Practice Conference ? 


must eventually interpret and enforce it. 


At almost the same time the 


The Burden of 
State Registration proposed revision of the 
Federal Food and Drugs Act 
failed, the State of Maine Cosmetic Law was upheld by the 
Court, and the State of Louisiana Cosmetic Law went into 
effect. The combination of these three unfortunate events 
places the industry in a position of considerable danger. 
It is easy to realize that the end is not yet, and that, with 42 
state legislatures in session next year, the example of Maine 
and Louisiana is likely to be followed by other and more 
important commonwealths. 

Without anticipating the trouble which is certain to 
come out of the next legislative season, the situation is. 
in all conscience, bad enough already. The Maine law is 
a nuisance, but not too costly. The Louisiana law, however, 
with a registration fee of $5 per item or $100 maximum 
per manufacturer, is the beginning of a real burden. If 
followed by only a few other states, the plight of the manu- 
facturer will be serious. The industry is burdened enough 
by taxation without the imposition of additional license 
fees, or what amount to the same thing. 

If we are to continue to do business in these states, we 
face the alternatives of paying the fees with what grace 
we can muster, or persuading the local dealers to pay them 
for us. The Toilet Goods Association urges manufacturers 
not to register and not to pay the fees. Presumably this 
advice carries with it the implication that the dealer should 
be induced to pay the fee. Perhaps it is good advice for 
the large manufacturer of an important and popular line. 
Retailers must have certain goods because they are in 
steady demand from the consumers. It is a little difficult to 
see how the smaller manufacturer or the maker of a new 
line can follow the advice. The dealer can only too easily 
ignore his goods or his very existence and thus the states 
will be closed to him unless he pays the fees. 

These laws can be repealed and the passage of others of 


the same sort can in some measure be prevented. But such 
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a happy conclusion can be brought about only through 


pressure from within the states themselves. The influence 


of “foreign” 


than it has been on state tax measures. Local dealer and 
consumer pressure will be required and it is not too early 
to begin educational work along these lines. 

Both the national and the local organizations should 


start work at once on dealers and consumers in Maine and 


REVIEWS 


PerruMeEs. By Watsche 
Issagulianz. (In Russian) 592 Pages. 


SYNTHETIC 


Gislegprom, V oscow-Leningrad, 
U.S.S.R., 1936. Price 13\% rubles. 

This is the first book on the subject 
printed in Russian and published in 
It should 
be of real value in Soviet Russia for 


Russia since the revolution. 


those interested in chemistry and tech- 
nology. The author gives all the up-to- 
date methods for manufacturing essen- 
tial oils and aromatic chemicals with 
full and detailed theoretical and prac- 
tical information. General methods for 
the manufacture of synthetic aromatic 
chemicals are outlined together with 
information about equipment, selec- 
tion of raw materials and general uses 
of the products. \ special section lists 
the aromatic chemicals classified by 
groups and gives detailed information 
about their chemistry and technology. 
The appendix lists alphabetically the 
various and aromatic 
their 
chemistry, uses in the industry, meth- 


essential oils 


chemicals along with physio- 


ods of storing, etc. It occupies 200 
pages. The entire subject has been 
brought completely up to June, 1933, 
through references to current literature 
in German, French and English. The 
book is well printed on good paper, 
and the diagrams, formulae and bind- 
ing are excellent. 


\. N. MaRCOTOON 


[|] How to Protect Bustness IDEAs, 
by William H. Leahy, 157 pages. Har- 
per & Bros., New York. 1936. Price, 
$2.50. 


The author of this interesting and in- 
formative book has most successfully 
succeeded in diverting the mind of its 
business man reader from the protec- 
tion of his money stored in steel safes 
to the protection of those properties 
upon the success of which that money 
has been produced. 

No sane man will leave the door of 
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manufacturers will not be effective any more 


OF TECHNICAL BOOS 


his store unlocked and open, thus ex- 
tending an invitation to his unscrupu- 
lous competitor to enter and walk away 
with his goods. This man, however. 
will neglect to safeguard his goods 
from the pillaging acts of the unethi- 
cal by failing to take advantage of the 
patent, trade mark and copyright pro- 
tection offered him by our laws. 
The author has endeavored to im- 
press upon business men that they are 
entitled to a monopoly upon either the 
goods themselves, the commercial 
clothes in which he dresses them or in 
the commercial names he has given 
them, or all three—all provided, of 
course, that he has been the originator. 
Men spend vast sums of money in 
an attempt to get a “corner” in some 
particular class of goods and then neg- 
lect to spend a few dollars in order to 
retain their own “corner” in those 
same goods. The author has wisely con- 
fined his journeys to the commercial 
side of the fence which divides com- 
mercial acts from legal proceedings 
his 
and 


are not 
with the 
means for producing the clearly de- 


and hence. dissertations 


encumbered confused 
scribed commercial monopoly. 

While the subject of patents is in a 
general way as important as that of 
trade marks, the greater portion of the 
book is given over to the latter, due, 
undoubtedly, to the fact that the author 
is talking to the average business man, 
who is not, as a rule, an inventor, but 
a user of trade marks. 

The book is free from technicalities 
and legal phraseologies and is read- 
able, instructive, and a plain, clear, 
statement of the tre- 
mendous losses incurred by business 
men, solely because they have not taken 
advantage of the protection the patent 
The 


author offers many practical sugges- 


convincing 


and trade mark laws offer them. 


tions to the merchant in the designing 
of his labels, and the choosing of his 
trade marks, based upon the peculiar 


Louisiana, developing as they go a plan for use, not only 
in these, but in other states as well. A number of the state 
legislatures may be expected to follow the example of the 
two in which registration laws already exist. If we wait for 
the development of our plans until the bills are actually 
before the legislators next winter, we shall have slight 
chance of preventing enactment of more of these laws in 


states where we can ill afford to refuse to register and pay. 


psychology and the artistic tempera- 
ments of the purchasing public—the 
practicability and advisability of which 
discernible without 
H. S. NEIMAN 


suggestions are 


argument, 


LEXIKON DER KOSMETISCHEN 
Praxis, by R. Volk and Dr. Fred Win- 
ter, Vienna. (In German.) 705 pages. 
Verlag von Julius Springer, Vienna, 
1936. Price: Paper, 75 Reichsmarks; 
bound, 80 Reichsmarks. 

This the 
most comprehensive work of its sort 
Many thou- 
sands of materials and subjects are 


monumental dictionary is 


that has yet appeared. 


discussed ranging from the simplest 
of cosmetic raw products to the most 
complex finished products. Space is 
also given to the pharmaceutical as- 
pects of cosmetics and to cosmetic 
therapy as well as elaborate instruc- 
tions for the practice of plastic sur- 
gery. Careful diagrammatic illustra- 
tions are shown in such sections as re- 
quire illustration. 

well known 
and well equipped for the compilation 


Both have been 


The authors are both 


of so excellent a work. 
engaged in medicine and cosmetics for 
many years and both have built en- 
viable reputations throughout Europe 
and extending to all parts of the world. 
Dr. Winter is especially well known 
in this country where his former books 
have wide distribution and where his 
articles in The American Perfumer 
have attracted much attention. 
Naturally, in a book of this size and 
character not all of the material could 
be original. However, sources have 
been meticulously selected and the ac- 
curacy and freedom from bias in con- 
It is 
unfortunate that there is no English 
edition of the work. May this reviewer 
express the hope that an arrangement 
for an English translation will speed- 
ily be made. In no other volume is so 


troverted sections is remarkable. 


much important information available 
and in very few are the arrangement, 
clarity and accuracy of the data so 


S.L.M. 


excellent. 
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Time to hepackase: 


In this article RUTH HOOPER LARISSON, Cosmetic Consult- 
ant and Package Designer, outlines the elements of successful re- 
packaging and discusses the reasons for the popularity of a number 


of very successful products, now on the market. 


Her discussion of 


a recent consumer surcey on creams and lotions is extremely inter- 
esting and should be most useful to the manufacturer of cosmeties. 


PROBABLY every 
manufacturer today is aware that pack- 
aging is a direct element of the prod- 
uct’s salability. But the fact that he 
recognizes its sales potentiality does 
not necessarily spur him to determine 
the amount of sales impetus which 
either does or could lie behind each 


Nor. 


possible inadequacies does he always 


package. even when he senses 
do something about it. 

\s a matter of fact, most manufac- 
turers become acutely packaging con- 
scious only when their own packages 
are unfavorably compared with close 
competitors. Then, if competition is 
making inroads into sales volume, the 
package is frequently singled out as 
one of the causes. Often the package 
is to blame. although loss of sales vol- 
ume generally comes about through a 
combination of circumstances. 

The real tragedy of all this lies in 
the fact that up to the moment when 
the manufacturer gets hot under the 
collar and says “we must repackage” 
he has been virtually ignoring every 
phase of packaging in relation to his 
own problems. Turning out a new 
package which is merely different from 
the old package isn’t enough and yet 
that is what too frequently happens 
when repackaging becomes an emer- 
gency measure hit upon to boost sales. 
Sales compelling packages are those 
which have been thought through from 
every angle and studied from every 
viewpoint on their way to the actual 
point of sale. More than this, they are 
predicated upon actual knowledge of 
the past and present market and a 
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EDITOR 


fairly intimate study of the customer's 
future needs and buying trends. 
Because of all this, repackaging is 
something which all companies should 
be considering constantly and which 
no company should ever erroneously 
believe has been completed. In other 
words, it should be a progressive de- 
velopment from year to year, season to 


season. 


Packages Need 
Constant Test 

Packages should be 
kept under constant test, for only by 
this method do all the worthwhile im- 
provements present themselves and re- 
packaging should be primarily an im- 
provement over old packages. Buying 
(or borrowing) a new label design is 
not enough. Adopting a new color 
scheme is not enough. Selecting a new 
shape container or using a newer or dif- 
ferent closure is not enough. Each one 
of these points may be excellent in it- 
self, but it should be established as a 
genuine improvement before it is 
adopted. It must meet a marked need 
or anticipate, if not actually fill, a 
consumer requirement. 

When a 
packages (as well as his product) 
under this method of constant test and 
consumer research, he will know 


keeps his 


manufacturer 


be- 
yond any question of a doubt that, 
when he has discovered two or three 
real point of improve- 
ment, it is time to repackage. 

You, as a manufacturer, should ask 
yourself such questions as these: 


or even one 


much actual research have | 


How 


done to determine the most suitable 
quantity of this particular product in 
each unit container ? 

Have | grown so accustomed to its 
size that I take it for granted? 

How often have I 
product in containers of a different 


visualized my 
shape; and have I eliminated them be- 
cause research and test have proved 
the shape I use to be the best for my 
product? 

Have I visualized my product and 
package through every step of its trip 
to the consumer and as it appears in 
use ? 

Have I tried to develop new uses for 
my product and merchandised them to 
the consumer through my package? 

What can I do to my package to 
make the application of my product 
easier or more attractive ? 

Do I know what the consumer thinks 
of my package? 

How easily and how often does she 
(or he) follow my directions for its 
use / 

Are those directions legible and as 
conveniently placed as possible? 

How many of my customers buy my 
product in spite of the package—and 
how many more would buy it if its 
utility or beauty were increased ? 

Does my product have a front row 
position on her dresser or bathroom 
shelf ? 

Unless you know all these answers 
and many more besides, and know 
them from the customers’ point of 
view, you are not ready to repackage. 
Therefore you need to start a repack- 
aging job with research. Better still, 
adopt the method of constant research 
which will of its own power suggest 
the ways by which the package can be 
improved from time to time. (And this 
is equally true of the product.) 

In the summer of 1934 the Crowell 
the 


famous — toilet 


Publishing Company conducted 
fourth of its - 


goods consumer surveys which brought 


now 


to light some very significant points. 
\gain this Spring, another survey was 
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made. Tracing the changing trends 


from survey to survey is amazingly 


interesting. Any manufacturer with the 


will to see would soon discover points 
which he could well utilize in his own 
thinking and planning. 

My space is too limited to touch on 
more than a very few points brought 
out in the last two surveys and only 
from a packaging angle at that. I be- 
this 
metic manufacturers wherein research 


lieve even will indicate to cos- 
should be their constant guide for 
packaging as well as for distribution 
and advertising problems. This month 
| want to talk about the packages of 
the three leading creams and three 
leading lotions as they are recorded in 
the Crowell Surveys. 

It is interesting to note that in 1934 
the following creams led in volume 
sales in the order mentioned: Pond’s, 
Esther Harriet Hubbard 
Aver, while in 1936 the set-up is, in 


the Wood- 


bury’s, Lady Esther. Probably no one 


Lady and 


order mentioned: Pond’s, 
could state definitely all the reasons 
why these particular products are oul- 
selling all others. And surely no one 
would be foolish enough to credit the 
top sale for any product to its pack- 
However, I do believe that it is 
the 


packages of these leaders to see what 


age. 
worth studying and analyzing 
points may be contributing to their 
popularity. And don’t please let any- 
one think that because a certain type 
package is used on a sales leader it 
should therefore be copied or imitated 
in the vain hope of obtaining vicarious 


sales. It just doesn’t work that way. 


These three creams lead in 
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Three Biggest Sellers for hands, face and body, as recorded in 1936 
Crowell Survey. 


Imitations (as | have said many times 
before) are always weaker than the 
original, no matter how good the imi- 
tations may be. Strive always for in- 
dividuality in packaging. 

These three cream packages are ut- 
The 


variety in shape, apparent size, color 


terly different one from another. 


scheme. design and decoration is im- 
No customer would mistake 
one for another at 


portant. 
the counter, nor 
would she mistake some other brand 
And yet 
with all this difference they have cer- 
In the first 
place each one is contained in a pri- 


for any one of these three. 


tain points in common. 


volume sales in the 1936 Crowell survey. 


vate mould jar far different from any 
of the standard stock jars and equally 
different from any other private mould 
jar. They all have metal screw caps. 
each in a different color and two of 
them (Pond’s and Woodbury’s) 
the simplest form of a metal cap with 
the visible The Lady 
Esther jar is more highly styled and 


use 


screw thread. 
its metal cap is of the double shell va- 
riety. Another point they have in com- 
mon is extreme visibility of lettering 
on the labels, few words and no addi- 
tional decoration. These three pack- 
ages are economical to a degree to 
produce, but remember they are in the 
popular price range. Women, particu- 
larly those who use creams generously. 
buy them for their utility value and 
not just as a decoration for the dress- 
ing table and for this reason appre- 
ciate large supplies in simple pack- 
ages. This is the type of product and 
package which repeats over and over 
without so much as a question in the 
woman’s mind as to whether she had 
better try something else. 

On the other hand, however, they all 
The 


jars shown in the picture were pur- 


have certain faults in common. 
chased at a toilet goods counter, just 
as the consumer buys her creams and 
every one of them has a slight dent in 
the metal cover! One has a face label 
so badly printed that two of the let- 
lost, has a 
cracked label, and another label is so 


ters are almost another 


poorly applied that one corner is de- 
tached and will in the course of a short 
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time be torn off. The Lady Esther jar 
carries its direction label on the base, 
but the retailer rubber stamped and 
wrote over it so completely that it is 
illegible! It seems to me that retailers 
should co-operate at least to the extent 
of not marring the legibility of labels! 

From intimate knowledge of 
mass production I can say without 


an 


hesitancy that a sloppily assembled 
package is unnecessary. Here are three 
companies, today at the top, and yet, 
may they not be flying in the face of 
Providence when they permit these 
careless little points to slip by? From 
whom does the customer learn respect 
for a product and package if not from 
the manufacturer? Had | pur- 
chasing them for my own use I would 
have demanded from the retailer per- 
fect packages just as I unspokingly 
demanded perfect products. 


been 


From a packaging point of view of 
course these three packages are sus- 
ceptible to further improvement as are 
90% of all packages on the market at 

I g 
all times. But have found 
certain good reasons for their package 


here we 
popularity in addition to the popular- 
ity of the product. Before we leave the 
subject of the three cream leaders | 
want to bring out a few other points of 
importance indicated by the Survey. 
Since the 1934 Survey and 
water have staged the inevitable come- 


soap 


back and are now being used about 
equally with cream for cleansing. This 
can be interpreted on the basis that 
many women use both methods. How- 
ever, cold cream, | am glad to say, 
still cream 
doubt liquefying cream is meant here. ) 
This I believe is a further indication to 
manufacturers for the necessity of lim- 
iting the appeal of liquefying cream to 
oily skins, for it is quite possible that 
its widespread use in the last few 


outsells cleansing (no 


years has been somewhat responsible 
for women reverting to soap and water 
(Not 


ever, the extravagant claims the heavy 


for cleansing. ignoring, how- 
soap advertisements were carrying and 
in many instances still are.) The dry- 
ing quality of many soaps on dry skin 
is no worse than the drying quality of 
liquefying creams on dry skin. 

The breakdown of the Survey by 
age groups is most enlightening, for it 
shows definitely not only what types 
of cream appeal to women of different 
ages, but also which 
for your products’ 
tempo to the market which you espe- 
cially want to attract, and this can be 
done with almost scientific precision. 


brands. Here is 


reason gearing 
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Now we come to the lotions: In the 
1934 Survey the three biggest sellers 
in the order named for hands were: 
Hinds, Jergens, and Italian Balm. For 
face: Jergens, Hinds and Arden. In 
1936 the three for 
hands, face and body in the order 
named are Jergens, Hinds and Italian 
Balm. All three leading in all three 
classifications. 


biggest sellers 


Here are points which are similar in 
these lotion packags. All three are in 
oblong bottles with rounded shoulders. 
Please don’t get me wrong, for I am 
not implying that you couldn't reach 
the sales top with a square or round 
bottle. I am simply reviewing present 
facts. In design the Hinds bottle is 
most distinctive and individual, with 
the Jergen bottle coming next and the 
Italian Balm closest to a stock bottle. 
The Hinds and Jergen closures are 
both of plastic, one in black and one 
in red, while Italian Balm 
double shell metal cap which comes 


uses a 


flush with a very prominent neck ring. 
All three labels are very clear and dis- 
linct as to company names and product 
names and both Hinds and Jergens 
carry a back label for directions and 
This limited to 
uses only, appears on the front label 
of the Italian Balm. Just as we found 


uses. information, 


sloppy labeling in the cream check-up, 
here, too, we find two of the labels 
rough at the edge and not pasted down 
securely. Hinds and Italian Balm both 
use cartons, Jergens does not and yet 
that bottle is the freshest of the three! 


One more important point 
which ties back to what I have just 
said about constant improvements is 
this: Since the Survey was made Hinds 
has added the dispenser cap to the bot- 
tle. It reaches the customer in a small 
carton attached to the bottle carton. 
This dispenser cap is very practical. 
but certainly no addition to the ap- 
pearance of the package, particularly 


very 


as it stands on the dresser, bathroom 
shelf or kitchen shelf. The handsome 
red plastic cap must be removed to 
screw on the aluminum dispenser and 
this throws out the otherwise pleasant 
color scheme. And yet this was an im- 
provement making the product more 
usable. Let us hope the dispenser cap 
is also improved upon shortly. 

It is also interesting to note that the 
three lotions which are leading in vol- 
ume sales belong to three distinct 
types of lotions recognizable as such 
to the consumer. 

In the 1934 
it seemed quite sufficient to 
check up on the use of lotion for hands 
and face only, whereas in 1936 the use 
of lotion on the body has become of 
such increasing importance that it was 
included. Tying right in with this is 
the fact that advertising as well as edi- 


Just one more point! 
Survey 


torial pages are showing a consider- 
able number of nudes these days. Body 
consciousness is definitely on the in- 
crease and it is a good thing for cus- 
tomers as well as manufacturers! It 
indicates some interesting possibilities 
for wide-awake 
retailers. 


manufacturers and 


NEW COMPANIES 


General Soap & Chemical Co., 
Cleveland, Ohio, 250 shares par 
value. Incorporators: Harold H. Gor- 
man, 


no 


Burstrom and James 
Bravo. Filed by Krueger, Gorman & 
Davis, 600 Hickox building, Cleve- 
land. 

Herold Drug Co., Inc., New York, 
drugs, chemicals, cosmetics, 100 shares 
no par value. Filed by Henry H. Ter- 
diman, 277 Broadway, New York. 

Nusheen Hair Inc., 
New York, hair preparations, 100 
shares no par value. Filed by Albany 
Service Co., 315 Broadway, New York. 
Co., 2960 


Florence 


Preparations, 


Lady Sylvia Products 


Vermont avenue. 
Elizabeth Flynn Preparations, Inc.. 


New York, cosmetics, 100 shares no 


par value. Filed by Louis Manheimer. 
365 7th avenue, New York. 


Champion Chemical Works, Inc., 
soap, cleansers, $75,000. Filed by 


Illch & Poskanzer, Albany, N. Y. 


Cosmetic Research, Inc., New York. 


cosmetics, 100 shares no par value. 
Filed by Benj. Cohen, 12 E. 41st 
street, New York. 

Firmenich & Co., Ine., New York. 


chemicals, essential oils, 
1000 shares no par value. 


Fiscal Co., 


perfumes. 
Filed by 
Wil- 


Corporation Ine.. 


mington, Del. 

Skin Preparations Co., Inc., New 
York, cosmetics, 200 shares no par 
value. Filed by Emil K. Ellis, 1270 


Sixth avenue, New York. 




































































































































































































































































































































































































































































the PENDULUM 





WL 


, 
I ARIS mid-season 


openings already begin to show signs 





of what we may expect to find Ameri- 
can women wearing this coming Fall. 
It will be a color season, alternating 
with black, and black and white. Bright 
tunics will play a definite part, in both 
froc ks. 


The Spanish influence will continue to 


suits, day-time and evening 


motivate many costumes. as well as 
both the Chinese and British, with spe- 
Brilliant 


in bands that 


cial emphasis on the latter, 


color will find its way 


so horizontal, diagonal, symmetrical 
on full skirts, on shoulders, on bodices, 
for formal evenings. 

Vionnet, Lavin, Chanel, Lelong, Pa- 
quin, Schiaparelli, Louiseboulanger. 


Mainboucher 


ers), Molyneux, and most particularly 


(who uses gay stream- 
Alix, will dominate the season. with 
Maggy Rouff and Rochas running close 
This that 
taffeta will be favored fabrics, and lace. 


tulle and chiffon 


seconds. means satin and 


will augment them 


by Coda. 









for evenings. and for the rest of the 
summer cotton and linen will continue 
to appear in the after sundown role also. 

Alix is as individual and unusual 
as is the remarkable effect she achieves 
with draped fabrics in revealing body 
contours, as does a sculptor with a 
chisel. She works only in the medium 
for which she has a genius, fabrics 
which enhance the lovely body lines, 
and Alix is using peplums and tunics 
in silk jersey, satin, sheers, for both 
evening and day-time models. 

Chanel is using lace and tulle and 
trimming her models with masses of 
flowers, even making them out of the 
fabrics, as well as for bodice. girdle 
and skirt accents. Paquin uses printed 
handkerchief linen for evening, banded 
with black lace. Vionnet uses organza, 


with a basque effect in the bodice. and 





An attractive window display of H. S. G. Products recently featured 
in one of the New York drug stores. 





elise. 


has revived smocking. Molyneux is 
using fuchsia silk and gray-blue satin; 
using black patent 
Rochas displays a 


Schiaparelli is 
leather fabrics: 
Castilian dinner-dress of white lace; 
Lelong bands the hem of a royal blue 
emerald and 


tulle dress with 


and appliques a flock of butterflies 


green, 


upon it; Mainboucher puts gay stream- 
the for 
Maggy Rouff uses fir-green ciré satin; 


ers on shoulders evening; 
Louiseboulanger employs the Greek in- 


fluence in her designs for evening 
gowns, with the draped, full skirts fall- 
ing in graceful lines, reminiscent of 
Tanagra statuettes. Evening pajamas 
and slacks now appear in dead white 
alpaca, with black linen boleros; white 
herring-bone linen with Eton jackets 
and of them 


double-breasted, and all of them de- 


colored blouses, some 
tailed with a smart simplicity that con- 
trasts sharply with the gala frocks that 
swing and sway their feminine subtlety 
through dance and dinner rhythms at 
sophisticated places both here and 
abroad. 

To sum up, the style trend for Fall 
will be toward sophisticated simplic- 
ity, as to lines and fabrics for day- 
with 
in color on trimming, streamers, bor- 


time wear; most of the accents 
ders, for evening. One of the influences 
responsible for this is the exhibition 
of Cezanne’s paintings in Paris, in 
June, inspiring couturiers in their cre- 
ations, just as the Italian Art Exposi- 
did last 
Chinese Art Exposition in London did 


tion year in Paris and the 
this year, at the beginning of the sea- 
son. Cezanne has an expansive style, 
with emphasis on above the waist sil- 
houette, and trimmings on modern 
models will be characteristic of his 
period, such as ruches, volants, ric-rac, 
cording, scarves, fringes, ribbon, flow- 
ing cravats and entre deux, and—man- 
ufacturers take note!—flowers at the 
neckline and bouquets at the waist. 
Evening frocks will be very low in 
back, the décolletage edged with flow- 
sometimes cut from the fabric. 
Little hats held to the head in 
miraculous fashion, carry huge tufts 


of flowers and lacey veils, and seem 


ers, 
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strangely reminiscent of those worn 
in paintings of lovely ladies at the end 
of the last century. This partially an- 
swers a question a manufacturer asked 
us the other day—*Are flowers to be 
a Fall fashion note?” We said “Yes,” 
and cited as examples, in addition to 
those already mentioned, the fact that 
real flowers are being worn as fragrant 
and beautiful accompaniments for eve- 


frocks in 


fuschia ear-rings, flower ornaments for 


ning Paris and London: 
the hair, bodice and girdle bouquets 
and, of course, flowers on chapeaux. 
Flower collarettes and shoulder chap- 
lets with plain dark frocks of snowy 
piquet daisies: yellow pansies to top 


off frocks 


pansies are unexpectedly 


smoke-gray and _ purple 


lovely on 
greenish-blue sheer wool. 

Fresh flower head-dresses have been 
worn instead of hats at garden-parties, 
at dinners and for the evening, and 
these included white or pink camel- 
lias; roses of various sizes and colors: 
violets, geraniums. even Bacchanalian 
grapes, while a humming bird, butter- 
fly or dragonfly made the picture com- 
plete. A vogue so becoming as flowers 
all 


types of women will not die easily, so 


for decorative costume notes to 


we can confidently predict the con- 
tinuation of floral perfumes. 

The Fall note of sophisticated sim- 
plicity will mean a swing toward bou- 
quet and sophisticated perfumes, rather 
than single flower odeurs, and Fall 
costumes will require subtle and more 
brilliant make-up for evening, though 
the strong British influence will mean 
natural make-up for day-time. 

Violet-blue was the favored acces- 
sory color at the Grand Prix and it 
looks charming with white, gray or 
other shades of blue. Wine-red will be 
worn with beige, and rose with gray. 
Black and black for 


bright color and 


white call 
make-up accents, 
light, rather than deep powder. 


and 


Paris is enthusiastic about Moliere’s 
play “L’Ecole de Femmes,” the cos- 
tumes for which combined the genius 
of Bérard. Lelong and the amazing 
Karinsha. These costumes, while beau- 
tifully suitable for the period, have a 
modern note that will be reflected in 
Fall fashions. Further developments 
of the season are lacquered fabrics, in 
black and dark shades for afternoon 
wear and dinner suits, vivid tones for 
formal evenings, particularly  sap- 
phire blue. emerald green and _tur- 
quoise. Jacquard tweeds and dull 
crepes will be worn for day-time, and 
wool will become the chameleon of 
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Fall fabrics, and take unto itself a 
multiplicity of weaves and colors, with 
deep evergreen the favored shade in 
dull crepe and knitted fabrics com- 
bined with suede doing double duty at 
spectator sports events. 

Altogether a versatile season ahead, 
and those manufacturers who keep a 
weather eye cannily watching the style 
trend, know that if they key their prod- 
ucts according to the key-note of so- 
phisticated simplicity, they will cash 
in heavily this Fall. 


Alling 


BEFORE you com. 
plete your fall and winter advertising 
campaigns, we want to call your atten- 
tion to something we said on the sub- 
ject in the May “Pendulum,” to re- 
quote one paragraph and to add a bit 
more illumination. We quoted actual 
captions and sentences from cosmetic 
advertisements in a class consumer 
publication, and said: “Multiply these 
by the number of women’s magazines 
in the field and you will have some 


idea of why so many women are skep- 


tical about many of the beauty prepa- 


rations on the market.” 

Here, hand-picked, are the women 
who enabled manufac- 
turers who refuse to “promise” mira- 


have several 
cles for their preparations, to succeed 
quickly than they 
would have done. They quietly build 
their businesses upon the sound basis 


more otherwise 


of quality, sans price, and deliver their 
products devoid of the fanfare that 
accompanies so many of those upon 
whose wares a great many thousands 
of dollars have been spent competing 
with each other in bidding for con- 
sumer preference. 

You don’t suppose the women who 
become consistent customers of manu- 
facturers who don’t waste time using 
up adjectives, have never used cos- 
metics before, do you? Actually, they 
are the women who at one time believed 
that advertisements on cosmetics told 
the truth! They have tried out several 
of these products for which exagger- 
ated claims were made, one after the 
other, sometimes over a period of 
years, yet ultimately they turned to 
those manufacturer who didn’t 
brag, and they not only continue to 


of a 


buy and use those products, but they 
tell all their women friends not to be 
as gullible as they once were, and 
their respective daughters are told the 
truth, the actual facts in the case, as 
they have found it. 

The one thing apparently overlooked 
by the extravagant claim-makers is the 
fact that gradually the one necessary 
ingredient which is a fool-proof guar- 
antee of increasing resales through the 
years, feminine confidence, is de- 
stroyed, by telling women in your own 
advertisements that this is the one and 
only line to use “preserve the skin™ 
or to restore “youth and beauty.” 


Also, 


who has not been guilty of the indis- 


when another manufacture 


cretion of insulting our intelligence by 
this method, comes out with an adver- 
“Are You Buying 
Arguments or 


tisement captioned 
Beauty Beauty Form- 
the effect is startling, and the 
the 
mental jacking-up process. Particular- 


ulas?” 
reaction toward, not against, 
ly when the advertisement continues 
“Are you one of those women who use 
cosmetics faithfully and still wonde: 
why faults do not vanish and promised 
beauty does not come? It is so easy to 
be thrilled by words that appeal to 
your emotions, instead of those that 
appeal only to your reason—” 
Whether or 


with 


etc. 


not we were familia: 


those particular preparations. 
wed be inclined to have more actual 
confidence in them at the outset, than 
in those which “promised” the world 
with a gold fence around it—for a 
price! 

If you are not one of these offenders 
against our ignorance or our good 
judgment, as the case may be, and 
never intend to be one, congratulate 
yourself and—accept our compliments 
and a firm handclasp. If you are, think 
over the facts, and see if your good 
common sense doesn’t tell you that 
you re over-shooting the mark, that you 
are likely to lose as many customers 
as you win—in the long run. 

Even if you are accepting your ad- 
vertising agency's counsel, remember 
that the copy which finally appears 
over your name in a publication does 
not do so until you have okayed it, 
so in the final analysis it’s your re- 
sponsibility. 

And in any case, stop competing 
with the claim-makers, and you'll find 
we women will appreciate it by re- 
sponding with our dollars, which will 
cut down your overhead and as surely 
as the sun continues to shine, it will 


increase your profits. 





Considering that this capper 
is fully automatic, it is sur- 
prisingly flexible and change- 
overs can be readily made. 
Photo courtesy CONSOLIDATED 
PACKAGING MACHINERY 
CORP. 


Closing, Labeling 


and 


Cartoning Cosmetics 


by RALPH H. AUCH 


This article on handling the package after it has 
been filled continues the series on plant modern- 
izalion. The processes of closing, labeling and 
cartoning products of various kinds are deseribed 
and illustrated with typical machines. 


THE filling of the 
various products having been covered 
in earlier installments of this series, 
the various machines for closing the 
ccntainers will now be discussed. 
Corks being the oldest closure, will be 
touched on first. Some small manu- 
facturers still drive corks home with 
the aid of a rubber mallet. For small 
runs where the tray system is used, the 


corks may be set in the necks and forced 
in tight with the aid of a press. 

For sizeable runs, the conveyor finds 
application. The bottles may be dis- 
charged automatically from the filler 
on to the conveyor. The tapered corks 
are set in the necks by hand and pass 
under a corking wheel of about two 
and one-half feet in diameter. The 
wheel is rigidly supported so that uni- 


Corks are set 
lightly in the necks 
by hand and the 
wheel forces them 
home uniformly. 
The wheel is read- 
ily adjusted to al- 
low the corks tw 
protrude to any de- 
sired extent and to 
handle any size bot- 
tles. Photo courtesy 
KARL KIEFER MA- 
CHINE CO. 





form pressure is applied to each cork 
and the wheel rotates at the same speed 
the conveyor belt travels, so any ten- 
dency for bottles to topple over is elimi- 
nated, 

The position of the working wheel 
is adjustable, of course, so that corks 
may be allowed to protrude the desired 
distance and so that it can be quickly 
changed over to handle bottles of a 
different size and type. The corking 
conveyor may, in turn, discharge di- 
rectly to the labeling machine. 

Two other machines little used in 
this for the 
plunger and bar type, which are worthy 
of investigation for certain work. As 


industry corking are 


the name suggests, the plunger pushes 
the cork home while the bar acts as a 
horizontal stop, forcing the previously 
hand-set cork home as the bottles are 
raised on an elevated table. 

The cork is coming back into favor, 
now that a strong molded or embossed 
wood top, cemented securely to the 


{ straight line La- 
beler applies labels 
rapidly and = accu- 
rately and on vol- 
ume production 
effects material sav- 
ings as compared 
with hand work. 
Photo courtesy 
PNEUMATIC SCALE 
CORP., LTD. 


Left: With the necessary com- 
plement of chucks to handle 
different sizes and types of 
caps, this type of capper will 
handle a wide range. Photo 
courtesy ALSOP ENGINEERING 
CORP. 


Right: This flexible labeler 
will apply one or two labels as 
desired. A wide range of 
labels and containers can be 
handled by changing label 
fonts, picker fingers and bot- 
tle rests. Photo courtesy 


ECONOMIC MACHINERY CO. 


cork makes an attractive closure that 


can be repeatedly removed and re- 
placed without difficulty or injury to 
the cork. 

For screw cap closures, both small 
for bottles and large for jars, a num- 
ber of machines—in fact—a variety of 
machines are available. For small runs 
or small capacity, the hand closer 
strapped to the operator’s hand still 
finds some application. It is a fatigu- 
ing operation at best and the most that 
can be said for it is that it won’t blister 
the 


capping. 


hands as in out and out hand 


Next in point of capacity, efficiency 


and low cost are the portable electric 


screw cappers of which a number are 
now available. They are truly portable, 


weighing only five to twenty-eight 


pounds in the various makes. They may 
be suspended from the ceiling, mounted 
on the work bench or conveyor tables 
or suspended on a tubular bracket sup- 
port fixed to the floor. From the small- 
est 10 mm. vial cap to large 90 mm. 
jar caps, including plastic or metal, 
round or angular, single or double 
shell, shallow or deep and continuous 
or broken thread caps can be handled. 
With the proper complement of chucks 
to handle the different sizes, they will 
handle most any work at hand. The 
caps usually must be set on and started 
by hand. 

Since they drive through a flexible 
shaft, the devices will cap over a con- 
siderable area, which means the con- 





















be handled. In fact, 


containers can be capped while mov- 


tainers need not 


ing down a conveyor or a whole tray 
of containers can be capped without 
disturbing them. 

The roll-on type of aluminum caps 
are plain, i.e., have no screw threads 
on them as received. A specially de- 
signed machine is required that spins 
the threads on the caps after they are 
set on the containers. This type appears 
to be espec ially suited to highly vola- 
tile liquids and to creams with a high 
water content as the cap is held on 
under tension. It is also desirable on 
tend 
most metals other than aluminum and 


stearate creams that to corrode 
where plastic caps are precluded be- 
cause of their higher cost. 
the fully 
capper. Instead of setting the caps on 
the they 
dumped directly into a hopper. From 


There remains automatic 


containers by hand. are 


Cartoners have been markedly improved and their range of work appreciably extended. 
use in our industry surely will follow. 


the hopper they pass to a sorting and 
feeding mechanism which handles them 
with little or no breakage or marring. 
This type is reserved for large capac- 
ity, although they may be changed 
over relatively quickly so will handle 
short runs and numerous styles and 
sizes of caps. The capacity is between 
30 and 40 closures per minute for a 
single head machine and up to 120 pet 
minute for the four head type. By using 
a variable speed drive, the machine 
with the filling 


can be synchronized 


machine set up in tandem. 


Labelers 

Labeling machines 
vary considerably in capacity and de- 
sign and have been materially im- 
proved in recent years. On high grade 
cosmetics a few years ago it was neces- 
sary to have hand operators to straight- 


en and smooth down the labels and 





Wider 


Photo courtesy R. A. JONES CO. 


remove any excess gum as they came 
from the labeler. Today this practice 
is the exception rather than the rule. 

Formerly it was the case of either 
continuing the use of the paste board 
and hand labeling or a considerable 


hand-fed 


labelers with sizable capacity. 


semi-automatic 
Now 


hand actuated or motor driven devices 


outlay for 


for applying glue or paste to labels are 
available at low cost that speed the 
labeling operations appreciably. 

In this simple type, the label is ap- 
plied by hand but the messy operation 
of hand pasting is eliminated. One ex- 
pedient, where short runs or changes 
in size and shape as in private label 
work makes frequent changes necessary 
and precludes a semi-automatic labeler, 
is this. A hand or motor driven label 
paster is set at the head of the conveyor 
table and a girl feeds labels to it at 
the same rate the filler and closer dis- 


Savings accruing 
with the use of a 
bundler are not 
confined to labor 
alone. The _ econ- 
omy extends to 
containers and even 
to the jobbers’ and 
dealers’ shelves in 
lowered delivery 
costs. Photo cour- 
tesy PACKAGE MA- 
CHINERY CORP. 





charges onto the conveyor. As the filled 
bottle and pasted label pass other oper- 
ators along the belt, they pick up the 
labels and affix them without disturb- 
ing the containers as they move past. 
This assumes a slow moving belt and 
this writer urged slower moving belts 
generally earlier in this series. 

The hand-fed labeler applies one 
label, or a label and a neck band on 
one bottle at a time. The container is 
inserted by the operator into a holder 
or mold and withdrawn after the label 
is applied. If a front and back label 
are identical in size and shape, they 
may be collated in the label font and 
both applied by the one machine. The 
operator allows the container to re- 
main on the machine for two cycles, 
rotating it through a half turn while 
the wipers have freed it and the pickers 
are being gummed and picking the sec- 
ond label from the font. When output 
warrants, it is more satisfactory to 


have separate labels for each spot 
label. 

With the necessary complement of 
label fonts, pickers, wipers and 
holders, any number of sizes and 


shapes can be handled on one labeler 
as a change-over can be made quickly 
and simply. It is also well to have dif- 
ferent size drive pulleys and lengths 
of belt, then the maximum speed for 
any given container can be attained. 
For instance, four ounce jars must be 
handled singly by the operator where- 
as she can pick up two, three or even 
four small bottles by their necks and 
feed them through the labeler more 
rapidly. Incidentally, this is contrary 
to most machinery manufacturers’ rec- 
ommendations but it works. 

Just one other tip, in every case 
where there is little or no likelihood 
of subsequent smearing or smudging, 









Portable 12 ft. 
Hand Glue Belt 
Compression Sealer 
at The F. W. Fitch 


Co. Photo courtesy 


J. L. FERGUSON CO. 


label the containers before filling. 

There are two types of automatic 
labelers. The automatic rotary has in- 
corporated conveyors for feeding the 
bottles through it without an operator 
feeding and removing them, so is two 
to three times as fast as the semi-auto- 
matic. Its use is limited to round bottles 
and jars, however. It will apply a 
body label only or a body and neck 
label as well and even a foil top if 
desired as they pass round the rotary 
table. 

The straightaway, or straight line la- 
beler, is an intermittent machine 
whereas the rotary is continuous. The 
higher output is obtained -by labeling 
the containers in batches of two, four, 
six or even eight. This means it has 
several separate and complete sets of 
labeling parts corresponding to the 
labeled at 
time. The change-over is complicated 
thereby 


number of containers one 


much time is 


quired to make a change from one size 


and more re- 
or type to another of either containers 
or labels. 

The straight line labeler will apply 
one label on each container or a modi- 
fication will apply two labels on op- 


posite sides simultanecusly. It will 
handle flat, square, panel, oval and 
round bottles and various jars, 


although certain shapes necessitate 
having the labeler custom built, in 
which case obviously it is practically 
limited to the container for which de- 
signed. 

Answering the possible question 
handle in intermittently 


why 
when the tendency is away from all 


gangs 


machines intermittent in operation? 
On large production, a single labeler 
is required to synchronize with fast- 
moving, high-production fillers, cap- 


To gum the label 


pers, cartoners, etc. 


and apply it properly requires time 
and even with glue possessing high 
initial tack, it should be held in place 
at least momentarily so the handling 
in gangs has come into being appar- 
ently to stay. 

Can labelers are so little used and 
so highly standardized that they will 
not be discussed. They are, perhaps, 
the simplest, most efficient type for 
those who can use them. They operate 
at a speed up to 250 containers per 
minute, since the containers simply roll 
through the speedy mechanism. 


Cartoners 
Automatic container 
cartoners appear to be step-children 
in this industry. As requirements in- 
crease, various machines are installed 
to speed up production and effect econ- 
omies but the containers continue to 
be inserted into cartons by hand. There 
is no good reason for this, particularly 
on continuous day in and day out runs. 
Speeds of 150 to 200 packages per 
minute are not uncommon and for 
those with limited manufacturing ca- 
pacity this type of machine with its 
high capacity does not arouse much in- 
terest. However, if suitable provision 
is made for the other manufacturing 
equipment to build up a reserve, a sort 
of reservoir, the cartoner can be oper- 
ated one-half or even one-third of the 
time profitably. Then, too, one type 
can be geared down to relatively slow 
speed to synchronize with the other 
equipment. The saving is even greate: 
if corrugated protecting liners, acces- 
sories such as camel’s hair pencils, 
corks or spatulas, etc., advertising 
literature or directions circulars and 
or samples of another product must be 
handled also. Special accessories for 
the machine to perform the various 








operations must be provided, of course. 

Bottles, jars, collapsible tubes and 
cans can be handled with equal facil- 
itv—in fact—often can be handled on 
the same machine when provided with 
the accessories necessary for each size 
or type. The problem is not a simple 
one and the cooperation of the carton 
machine must be en- 
listed. 


Three operations are performed by 


manufacturer 


the cartoner. The carton is removed 
from the magazine and formed with 
flaps open, ready to receive the inser- 
tion. The carton is loaded with the de- 
sired items. Then the carton is closed 
either by tucking or sealing the flaps. 

\ little used but highly desirable 
(judging from the wide application in 
other industries) added piece of equip- 
ment is the tight wrapping machine. 
Machines 


cartons in glassine, transparent wrap- 


are available which wrap 
pers, wax paper and printed wrappers. 
They are available in the fixed type 
made to handle only one size of pack- 
age and in the flexible type which will 
handle any number of sizes within a 
given range. Their obvious place in 
any production line is between the car- 
toning and packing for shipping. 


Bundling and Packing 
for Shipping 

Only too frequently. 
even in well equipped efficient plants. 
the handling from here on in becomes 
largely hand operation. This certainly 
need not be. Fully automatic machines 
for 


twelve or more individual packages 


are available assembling — six. 
and packing them either into shipping 


The 


usual speed is about 25 completed units 


cartons or display containers. 
per minute, which may be sealed or 
tucked as required. 

Like the tight wrap, machine bun- 
dling has been slow to win favor in 
this industry. If manufacturers who 
look to the buyer to pay the freight use 
bundling machines, how much more 
important in this industry where the 
manufacturer usually pays the delivery 
charges. The saving becomes two-fold, 
on the shipping container itself and on 
the delivery cost of the tare weight as 
well. 

Instead of placing the individual 
packages by hand into cardboard or 
fibre containers, the packages flow to 
the feed conveyor of the bundling ma- 
chine. The bundling machine counts 
off the unit number and automatically 
wraps the bundle, usually in strong 
kraft paper, seals the seams and ap- 
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For stitching cartons and other heavy board containers a machine of 


adequate weight and strength is required. 
tion in completing the shipping container. 


FOLDER CO. 


plies descriptive or decorative end 
seals. 

One type has a single feed conveyor 
while another is equipped with either 
two or three infeed conveyors which 
are arranged one above the other. The 
conveyors on the latter type bring the 
the 


wrapping mechanism. The bundles are 


individual cartons together at 
there made up having two tiers of six 
or three tiers of four packages in the 
case of one dozen packages. 

Most of the suggested labor saving 
equipment for modernizing the plant 
that has to do with assembling effects 
economies in female labor. Economies 
effected in packing and shipping in- 
volve mostly male labor whose hour- 
ly earnings are appreciably higher and 
whose heavier work with more vari- 
ables requires more supervision. 
Strangely enough, this is often a neg- 
lected but fertile field 
labor study to promote efficiency. 


for time and 

Instances come to mind where solid 
fibre and corrugated paper shipping 
cases are still made up and bottom 
sealed by hand. Costly, wide gummed 


tape is used to hold the flaps in place 





This is an important opera- 
Photo DEXTER 


courtesy 


until a bond is formed. The units or 
individual packages are then inserted, 
adhesive applied to the inner flaps, the 
outer flaps folded in place and the cases 
laboriously piled one on top of another 
so the weight of the contents provides 
the effect the 
bond. 


pressure necessary to 

Two alternative methods of handling 
the work are worthy of study in any 
given packing problem. The sealing of 
the cases can be made semi-automatic 
by applying the adhesive, both top and 
bottom, by hand and passing the cases 
through a drying unit. The one draw- 
back attending this method is that the 
filled 


when neither the top nor bottom are 


cases have to be and handled 
sealed. The unit consists simply of a 
bottom roller bed and top rollers, ad- 
justable for height and _ fitted 


compression springs to exert pressure 


with 


on the cases passing through. A gluing 
device for the application of adhesive 
to both top and bottom flaps of the 
case makes the operation fully auto- 
matic. 
The second method is by providing 
(Continued on Page 85) 
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by F. GUSTAFSON, B.S., M.A. 
Consulting Chemist for Cosmetic 
Councillors, New York. 


M ANY cosmetic 


houses feel that they should have a 
blackhead and acne lotion in their line. 
Since the condition is common enough, 
and since every boy and girl knows 
what a blackhead is, cosmetic lotions 
for blackheads and acne have a ready 
market. Physicians’ remedies are 
often enough based on ancient phar- 
maceutics with little thought to mod- 
ern physiology. Cosmeticians in the 
taken found in 
medical texts without further investi- 
gation. In consequence, many prepa- 
rations found on the cosmetic shelf are 


past have formulas 


no more rational than those prescribed 
by physicians. 
Acne vulgaris — common everyday 
pimples and blackheads — is 
the first three ranking diseases of the 
skin in point of number. Statistics are 
uniform in placing it among the first 
three whether in 1890 or in 1930. In 
the United States it is more prevalent 
than in England, or it appears so. Our 


among 


boys and girls are more complexion 
conscious. 

The medical profession insists that 
general regimen of existence has a 
the 
glands of internal secretion play a part. 


share in condition. Changes in 
It is a skin alteration attending youth. 
If the person who thinks she has acne 
vulgaris is beyond her teens, it is prob- 
ably something else. Iodide in table 
salt may cause skin lesions which are 
dificult to distinguish from common 
everyday acne. No external applica- 
tion,.no matter how well made, can 
help such a person as long as iodized 
salt is used. 

Both the medical profession and the 


cosmetic manufacturer depend upon an 
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Acne Lotions 


This is the first of a series of three articles on aene lotions. It 
discusses the chemical and pharmaceutical requirements for these 
products. The subsequent articles will take up other phases of the 


subject—EDITOR. 


old formula which has been in exis- 


tence more than seventy years. The 
original source has been lost in an- 
tiquity. Most historians and the 


writer of these notes has closely in- 
vestigated the background 
past master of dermatology 


credit a 

the first 

American physician to deliver a lec- 

ture on the diseases of the skin in this 

country—the late H. D. Bulkley. His 

son was the late L. Duncan Bulkley, 

physician founder of the New York 

Skin and Cancer Hospital. 

The original prescription was: 

Rx: Potassii sulfureti, 

Zinci sulfatis., aa dram | 


Aquae rosarum ounces 4 


M. Ft. lotio 
Unfortunately, that prescription 
If we 
follow those directions we get the most 
the 
counter has seen in many a day. Many 


does not tell the whole story. 


ungodly looking mess cosmetic 
physicians prescribe it exactly as writ- 
ten, and some inexperienced pharma- 
cists follow those directions as written. 
The patient secures a grayish filthy 
looking fluid or semi-fluid. It has no 
virtues. 

The 


the prescription and they make it ac- 


senior pharmacists recognize 
cording to their knowledge of what is 
wanted rather than what is ordered. 
This is how the prescription should 


look: 


Rx: 1. Zine sulfate 1. 
Distilled water 18. 

2. Potassa sulfurata L. 
Distilled water 18. 


Dissolve each separately. Filter each. 
Mix. 
There are many variants of this typ- 


Re se 


ical prescription or formula. 


substituted for distilled 
\ little elye- 
erin or other thickener can be added. 


water can be 
water in any proportion. 


No matter what is added, the chemical 
reaction which takes place remains the 
same. By the very nature of that chem- 
ical reaction, we defeat the purpose of 
Which brings us to 
the most important point. What do we 


our acne lotion. 


want chemically in acne lotion? 
The chemical treatment of acne re- 
quires: 
|. Keratolytic 
Antiseptic 


Emollient 


2 
3. Astringent 
| 
5. Keratol plastic 


The one available drug which gives 
this from the formula of white lotion 
is the hydrogen sulfide generated by 
the interaction of filtered solutions of 
zine sulfate and potassa sulfurata. And 
in the preparation of “white lotion” 
the gaseous hydrogen sulfide is per- 
mitted to escape. There is no avoiding 
it. Some of the gas is held mechani- 
cally in the precipitate. The rest is off 
into the air. And it never reaches the 
skin where it is intended to do some 
good. 

There are many tests which prove 
this. There are quantitative tests which 
indicate how much available hydrogen 
sulfide should be found in the mixture 
and how little is actually found. Fur- 
ther, the gas escapes during agitation 
of bottling, of labeling, and while 
An old bottle 
de- 


standing on the shelf. 
active 


is less than one recently 


livered. 
What can be done to avoid this loss? 
There is the suggestion of “Two 








Bottle” lotio alba. Neither solution 
deteriorates on standing provided the 
cork and the composition of the glass 
before use, a 


are right. Immediately 


spoonful (be sure it is a glass spoon) 
dish 


and the freshly made lotio alba is ready 


of each is mixed in a saucer o1 


for application of the freshly gen- 


erated hydrogen sulfide. It is so sim- 
ple, yet no manufacturer has thought 
of it. 


lished but once, and still has not been 


As far as known it has been pub- 


sought for commercial use. 


Effect of Increased 
Strength in Lotions 


We have said that 
some of the active agent, the hydrogen 
sulfide, is held mechanically in the 


precipitate formed when the solution 
of potassa sulfurata is added to the 
solution of zinc sulfate. The clinical 
results of stronger and stronger solu- 
tions have been noticed by physicians. 
They have made lotio alba of increas- 
ing multiples of four parts to 100 of 


water. Thus, 
1. Zine sulfate i. 8 12 16 
Distilled water 48. 48. 48. 48 
2. Potassa sul- 
furata Lt @ kh. B&B. 
Distilled water 48. 48. 48. 48. 


Dissolve each separately. Filter each. 


Mix. 


This increase can be carried on un- 
til we reach 100 per cent solutions of 


the ingredients as follows: 


1. Zine sulfate 50. 
Distilled wate: 8. 
2. Petassa sulfurata 50. 
Distilled water 18. 


Dissolve each separately. Filter each. 


Mix. 


The result should be a solid or semi- 
soft 
supernatant fluid. 


solid moist mass without any 
It requires a little 
eAch batch of 
potassa sulfurata bought. Much of the 


generated hydrogen sulfide gas is lost, 


experimenting with 


but the precipitate holds gas as can 
he proven by pressing it and hearing 
the crepitations, Solid lotio alba has 
some physical basis for use in acne as 
long as the solid precipitate holds the 
gaseous hydrogen sulfide mechanical- 
ly. There is the ever-present possibil- 
ity of drying out. the gas escapes. And 
the solid precipitate or what is left of 
it is useless from every point of view. 

What we have given you until now 


constitutes the rational pharmaceutical 
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approach to the problem of chemical 
The 
difficulties have been recognized. Sub- 
sulfide 


proposed. 


requirements for an acne lotion. 


stitutes for active hydrogen 


sulfur lotions have been 
Such substitutes offer an elegant prep- 
aration, 

We give you several sulfur lotions. 
the 


gaseous hydrogen sulfide is active. The 


The sulfur is not active the way 


typical formula is that associated with 
the name of Kummerfeld: 


Rx: Sulfur, precipitated I. 
Camphor Es 
Acacia, granular Zs 
Lime water 50. 
Rose water q.s. 100. 


Triturate the solid ingredients until 
intimately mixed, using a few drops 
of aleohol to insure the pulverization 
of the camphor and incorporate with 
the liquids. Shake, label. 

This formula may be varied to suit 
the the The 
basic idea is that sulfur is incorporated 


ideas of manufacturer. 
in fluid with a suspension to hold it 
evenly in the bottle. Tragacanth may 
be used instead of acacia, and spirit of 
the 
moistened with alcohol as given. 

This 
popularity. Why did it reach its pres- 
The only explanation is 


camphor instead — of camphor 


formula has an undeserved 
ent height? 
that when it is used in conjunction with 
the old fashioned “potash” alkaline 
soaps of the past, it is possible to 
create a chemical reaction on the skin 
through the alkali soap and the sulfur. 
Certainly, the precipitated sulfur could 
have no action in and by itself. In 
chemical studies made to determine the 
presence of hydrogen sulfide in Kum- 
merfeld’s mixture, it was found to be 
lacking. 


Summary 

In this study of the 
chemical pharmaceutical requirements 
for an acne lotion, we have briefly dis- 
cussed the generalities — the hazards 
and difficulties attending the sale of 
such preparations without arousing the 
medical profession and fostering anti- 
cosmetic or prohibition legislation. 
The formulas for active hydrogen sul- 
fide lotions are given. The purpose of 
the generation of the hydrogen sulfide 
is indicated. The variants of the pro- 
cedure are outlined to suit the individ- 
ual needs. The suggestion of a “Two 
Bottle” lotio alba is offered once more 
as the chemical way out of the dilemma 
presented by the need of a gas and the 
difficulty of holding that gas until the 


person needing it can open the bott! 
and make application to the skin. 

The work on so-called solid lotio 
alba cannot be done for the manufa 
turer because no two batches of his raw 
material can possibly be the same. His 
chemist must do some research for him. 
Short-cut methods of preparing a liquid 
lotion and decanting the fluid to leave 
the precipitate are costly and indicate 
laziness and lack of knowledge of the 
chemistry involved. 

Dating the preparations which de- 
pend upon the gaseous hydrogen sul 
fide would be ideal providing the date 
were net set too far off. Again. each 
manufacturer would have to determine 
the bottled 


hydrogen sulfide under the various 


rate of loss of gaseous 
conditions met with in his particular 
trade. 

Sulfur preparations which do not 
depend upon gaseous hydrogen. sul- 
fide are set forth. They are very popu- 
lar despite their lack of fulfilling chem- 
ical and physiologic needs of the per- 
son with acne. 


GRASSE FLOWER 
CROPS LOW 


(Special Correspondence 


From the standpoint of yield, the 
crops of the month of May were hurt 
by numerous rains during the winter. 
The orange flower crop is below nor- 
mal and the price of the flowers has 
been raised to 3.50 franes per kilo, giv- 
ing some hope that the plantations will 
be maintained. The rose crop was also 
somewhat deficient. The price fixed for 
the flowers at 3.50 francs per kilo would 
have been satisfactory to the growers 
if the crop had been abundant. The 
plantations are a little smaller each 
year and the producers of rose prod- 
ucts should encourage the growers if 
the most important flower is to con- 
tinue one of the principal products of 
the Grasse region. 

Work in the jasmin fields continues 
because of 


without much enthusiasm 


the uncertainty regarding the cam- 
paign. The disappearance of many of 
the fields must be noted because of 


abandonment or replacing jasmin with 
other crops. Hence, we may expect a 
crop only a fraction of that of pros- 
perous years. For the benefit of the 
region, it is imperative that steps be 
taken to preserve at least the existing 
plantations, for this is still the most im- 
portant crop in Grasse and vicinity. 
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Fiteh Heads Pharmacy College 

(An appointment of con- 
siderable importance in the U. 5. cos- 
metic trade and also one of interest to 
local firms is that of F. W. Fitch, presi 
dent of the F. W. 
Fitch Company, 
Des Moines, la., to 


the President’s 


chair of Des 
Moines College of 
Pharmacy. Mr. 


Fitch has been for 
some years a mem- 
ber of the Board 
of Trustees of that 
college. The col- 
Re- 
cipio, gives an interesting outline of 
the career of Mr. Fitch, describing how 
he rose from a farm boy to the presi- 


Mr. 


Fitch 


lege paper, 


dency of what is said to be the largest 
organization of its kind in the world. 


Wulffleff Named Treasurer 
of American Home Products 


Following the death 
of John F. Murray, treasurer of Amer- 
ican Home Products Corp., W. H. 
Wulffleff, who has been secretary of 
the company for several years, has been 
elected to that office. Randall Hauman. 
assistant treasurer, has been elected 


secretary to succeed Mr. Wulfileff. 


Webb Sails For 
Annual Trip 

R. Righton Webb. 
treasurer of W. J. Bush & Co., New 
York, sailed on the Hamburg July 30. 
for his annual European trip. While 
abroad he will confer with James M. 
Bush, president, and other officials of 
the Bush organization. 
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Color Expert Is 
New Contributor 


Added to the list of 
contributors of special articles on the 
toilet 
preparations this month is R. P. Cole. 
chief chemist for the Eaton-Clark Co.. 
of Detroit. 
with our contributing editor, M. G. de 


manufacture of cosmetics and 


Mr. Cole, in collaboration 


Navarre, begins a most interesting and 
informative article on colors in cos- 
He 


has long been recognized as one of the 


metics on page 50 in this issue. 


country’s outstanding experts on dye- 
stuffs but this is the first occasion on 
which he has contributed from his vast 
fund of information to the scientific or 
business press. 

Mr. Cole was graduated from Pratt 
Institute in Brooklyn, \. Y., in 1914. 
Practically and 
husiness career has been spent in dye- 


his entire technical 





Mr. Cole 


stuffs and allied lines. For two years 
he was engaged in the manufacture of 
color lakes. Then, after a year in a 
physiological laboratory, he spent five 
years in the manufacture of nitro-cellu- 
lose. For the last fifteen years he has 
been working with the Eaton-Clark 
Co, as manager of its dyestuff division 





and has been interested in the applica- 
tion of dyestuffs in all the important 
industries. He is a member of the Amer- 
of Textile Colorists 
and of the American Chemical Society. 


ican Association 


Date of Perfume 
Buyers’ Meeting Changed 
The 


Conference 


( Mu S- 


Ex- 


Perfume and 


metic Buyers and 
hibition, which was to have been held 
September 15 to 18, has been post- 
poned for a week. 
The 
will be held in 


New York, 


tember 22 to 25 in- 


conference 
Sep- 
clusive. It was 
originally planned 
to hold it at the 
Hotel 


has also 


Commodore 
but 
been changed and 
the affair will take 
place at the Roose- 


this 





Mr. Halliday 


velt Hotel. 


Jones, secretary and manager, reserva- 


According to Thomas G. 


tions have already been received from 
hundreds of buyers in all parts of the 
country and space at the exhibition has 
also been taken in excess of that of last 
year. The sessions will be directed by 
John S. Halliday of Joseph H. Horne 
Co., Pittsburgh, who was elected chair- 
man of the conference at a recent meet- 
ing of directors. 


Ash Appointed 
Sales Manager 

Arthur L. Ash. 
formerly of the Reich-Ash Corp., has 
béen appointed sales manager of Kot- 
ler & Kopit, Inc., Providence, R. I. 
Mr. Ash will be located at the New York 


office of the company. 








Here Are the Fishermen! 


Top to Bottom: Al and Bob Embark; Doc at 
breakfast; bed at 3 A.M.; Walter also ate; 
Elliott looks hopeful. 



















Cosmetic Fishermen 
At Point Pleasant 


The entire member- 
ship of the “John B. McGillican Lilac 
Temperance Sons of Purity Associa- 


headed by Chief Arranger Al. 


Mullen (American Perfumers Labora- 


tion.” 
tories, Inc.) and Guide Extraordinary 
Danco (Gerard J. Danco, Inc.) 
invaded the tuna grounds off Point 
Pleasant, \. J.. in July and astounded 
old fishermen by the prowess. 
Leaving sweltering New York on Fri- 
day afternoon, the members motored 
to the Maritime Inn at Point Pleasant, 
and after leaving calls for 5 A. M., de- 
parted on a tour of the Jersey Coast 
After 
ner, some little entertainment and a 
full hour’s sleep, they embarked on the 
two boats of Capt. Griggs and reached 


Jerry 


resorts, an excellent shore din- 


the tuna grounds just at sunrise. 
The return voyage in the early after- 
noon found both boats loaded to capac- 
ity with tuna and blues, enough so that 
a generous distribution could be made 
to all friends and neighbors with plenty 
remaining to sate the appetites of tem- 
porarily deserted families. A three-way 
pool—first fish, largest fish, and most 
fish—-was won on the first two counts 


by Steve Mayham (American Per- 


jumer) and the third way a tie between 


Doc Goss (New 
Walter Kennedy 


fessor). 


\ ork 


(Fordham law 


dentist) and 
pro- 
also 
made by the other members of the party, 
which, in addition to Al. and Jerry, 


Excellent catches were 


included Bob Monteith (Kathleen 
Mary Quinlan, Inc.), Wally Alley 
(Allied Products, Inc.), and Elliott 


Odell (Drug Trade News). The asso- 
ciation voted funds to engage a pro- 
fessional photographer for its next 
outing so that evidence of the success 
of the trip might be available for in- 


terested and skeptical parties. 


Hold Maine Cosmetic 
Act Constitutional 


The suit of Bourjois, 
Inc., against the Maine enforcement 
officials, seeking an injunction against 
the enforcement of the state cosmetic 
dismissed 
by a statutory court of three Federal 
judges. 


registration act has been 
The contention of Bourjois 
that the law was. unconstitutional 
interference with  inter- 
stale commerce, was overruled by the 
Court, which held that the law 
not violate the Fourteenth Amendment 


because of 
does 


nor the provisions relating to interstate 
commerce, 


Coty Seeks Injunction 

Against Tax Collection 

Coty, Inc., the Dela- 
which is holding 

company for the several Coty proper- 

ties, has filed a suit in the Federal Dis- 

trict Court seeking to restrain the col- 


ware corporation 


lection of taxes and penalties under 
the Manufacturers’ Tax. The 
suit covers levies claimed by the Col- 
lector from June, 1932, to October, 
1935, and $1,436,744. The 


complaint of the company states that 


Excise 


involves 


Coty, Inc., does not manufacture, this 
being the particular province of the 
Coty Products Corp. Accordingly, it 
claims that the latter is actually liable 
for this tax on the basis of the manu- 
facturing company’s selling _ prices. 
The fact that ownership of all of the 
stock of Coty Products Corp., by Coty, 
Inc., is held immaterial to the question 
of which company should pay taxes 
assessed against “manufacturers”. 
Healy Resigns from 
Groville Sales 

D. K. Healy has 
president and_ general 
manager of the Groville Sales Corp.. 
New York, representatives for Greno- 
ville, Paris, and Potter & Moore, 
London. After a brief vacation he 
will announce plans for his future 
activities. His 


resigned as 


successor at Groville 
has not yet been elected on account 
of the imminence of the general meet- 


ing of the company this month. 


New Son to Mr. 
& Mrs. R. Swindell 


Friends of Robert 
Swindell of Swindell Brothers, Balti- 
more, will be interested to learn of 
the arrival of his second son, Thomas 
Parrin Swindell, on June 15. 


The 


Imerican Perfumer 





Attack Constitutionality 
of Kentucky Tax Law 

A suit has been filed 
in Federal District Court at Frankfort. 
Ky., by the Miller Drug Store of Louis- 
ville, seeking to enjoin the State Com- 
missioner of Revenue from collecting 
the recently enacted tax on cosmetics. 
The law calls for a tax on the cost of 
the cosmetic plus transportation 
charges into the state. This the plaintiff 
charges constitutes interference with 
interstate commerce and is contrary to 
the Federal constitution. 


Soap Plant to 
Be Dismantled 

The plant of the Old 
Colony Soap Co., New Bedford, Mass., 
has been purchased by the Talbott Co., 
Moosup, Conn., and is in process of 
being dismantled. The machinery and 
equipment are being transferred and 
operation of the Old Colony company 
in New Bedford will be abandoned. 


Cramer Organizes 
Sales Company 

E. S. Cramer, for 
more than twenty years associated with 
the sales end of the toilet preparations 
business, has organized his own com- 
pany to act as rep- 
resentative in 
Metropolitan New 
York territory for 
several manufac- 
turers. The organ- 
will be 
known as the E. 
Sales 


ization 


S. Cramer 
Co., Inc., and of- 





fices have been 
taken at 11 West 
12nd street in 


New York. 


sentation are rapidly being completed 


Mr. Cramer 


Arrangements for repre- 


and the companies for which the new 
enterprise will act will be announced 
in the near future 

Mr. Cramer has a long and success- 
ful background in the industry. His 
first connection was with Miro Dena. 
after which he was associated with 
Maison Veolay and later, for several 
years with Harriet Hubbard Ayer, in 
all of which positions he made an 
enviable record. His hobbies are 
hunting and fishing, although recent- 
ly, since his game improved, he has 
been doing some serious golfing. His 
host of friends in the industry and 
among buyers will wish him every 
success in his new undertaking. 
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The handsome new showroom of Pierre Amouroux, Inc., in the French 
Building at Rockefeller Center, New York, has been completely refurnished. 


Shown are the products of Molinard, Grasse, and Bienaimé, Paris, respec- 


tively the oldest and the newest lines of French perfumes. 


Coty, Inc., Names New 
Board of Directors 


On petition of one 
of the minority stockholders that an 
election of directors be held to fill sev- 
eral vacancies on the board, such action 
was taken by stockholders of Coty, 
Inc., at a meeting held in Wilmington, 
Del., early in July. The new board con- 
sists of B. E. Levy, Paul Fuller, Robert 
Young, H. J. Egan and H. L. Brooks, 
of New York, and Roland Coty, son of 
Mme. Coty, 


widow of Francois Coty and J. Gardon, 


the founder, Francois 


of Paris. 


Spilker Joins Wirz 
on Coast 

A. G. Spilker. 
formerly connected with one of the old 
established collapsible tube houses, 
will represent A. H. Wirz, Inc., on the 
Pacific Coast in the near future. 

“W. I. Frost, who has been ably 
handling the California end of our 
business, has resigned as of October 1, 
to take up other lines. Mr. Spilker will 
cooperate with Mr. Frost until then,” 
Mr. Darlington, president of the Wirz 
corporation, said. “He has had over 
twenty years’ experience in the tube 
business, also in connection with tube 
accessories, sprinkler tops, oil can 


the sales end but also with design and 
manufacturing of tubes and, therefore, 
has an ideal background for handling 
sales and service in territories so far 
removed from the nearest source of 
supply.” 


Miss Wall to Give 
Course at N. Y. U. 

\ course in cos- 
metic hygiene will be offered by the 
School of of New York 


University. It is designed to meet the 


Education 


steadily increasing demand for sound, 
constructive information on cosmetic 
preparations and treatments—ingredi- 
ents, methods of manufacture, manner 
of application, and the effects of vari- 
ous types on the skin and hair. Instruc- 
tors of sales people, advertising copy- 
righters, and those who are engaged in 
the production of cosmetic products 
will doubtless find this course of value. 

The instructor will be Miss Florence 
E. Wall, a prominent consultant in the 
field who has had several years of ex- 
perience in the scientific and technical 
branches of the industry, as well as in 
writing and lecturing on the educa- 
tional background of all branches of 
professional cosmetology. The course 
will be given each Monday night. For 
further information address Depart- 
ment of Home-making, New York Uni- 


spouts, and is not only familiar with versity, Washington Square, N. Y. 





To Sail in 
Olympic Regatta 

Switzerland will be 
represented in the 6-meter yacht race 
at the Olympic regatta this summer by 
Yiliam II], owned and sailed by Fred 
André 
Chuit Naef & Cie., Geneva, represented 
in the United States by Firmenich & 
Co., New York. The honor of represent- 
ing their country in the Olympics came 
from the National Yachting Authority 


of Switzerland, following trial races on 


Firmenich and Firmenich of 


Lake Geneva in June in which the 
Firmenich yacht outsailed all competi- 
tors by a handsome margin. She was 
built in Stockholm in 1935 especially 
for the Olympic competition. The races 
will be held off Kiel, Germany, August 
t to 14. The yacht left for Kiel early 
in July to give its crew a month’s train- 
ing in the regatta waters. In the race 
itself, she will be sailed by Fred and 
André Firmenich. 
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du Pont to Operate 


Cellophane as Division 


The du Pont Cello- 
phane Co., has been dissolved and its 
assets and business turned over to the 
parent company E. I. du Pont de 
Nemours & Co. The 
business will be conducted in the fu- 


“Cellophane” 


ture as a division of that company, the 
change, according to company officials, 
having taken place as a direct result of 
the new tax bill. 


Pyrethrum Association 
Formed in Chicago 

The principal pro- 
ducers of pyrethrum extract have 
organized a national association with 
headquarters in Chicago, to be known 
as the Pyrethrum Association. George 
A. McLaughlin, president of Me- 
Laughlin, Gormley, King Co., Min- 
neapolis, was chosen president. Other 


officers include V. L. Roberson, Sher- 





wood Petroleum Co., Brooklyn, vice- 
president; R. D. T. Hollowell, Chicago. 
secretary and and Robert 
W. Childs, Chicago attorney, counsel. 
Offices have been opened at 308 West 
Washington street, Chicago. 


manager, 


Webb Injured 
in Explosion 

Charles A \ ebb. 
head of Charles A. Webb & Co., alco- 
hol distributors and sales agents for 
Empire Distilling Corp., was seriously 
injured when an explosion wrecked the 
Baltimore plant of A. L. Webb & Sons 
Co., naval stores dealers early in July. 
Three employees of the naval stores 
comany and a neighboring provisions 
lroker were killed and the entire plant 
destroyed. Mr. Webb was badly burned 
and suffered a fracture of the skull. 


Ken Dyke 
Leaves Colgate 
Ken Dyke has re- 
signed from his position as general 
advertising manager for the Colgate- 
Palmolive-Peet Co. 


the plans for his future activities upon 


He will announce 
his return from a short vacation. 


Searle Named Continental 
General Sales Manager 
Fk. Gladden 


heen appointed general manager of 


Searle has 


sales for the Continental Can Co., Inc.. 
New York. In this position he sue- 
ceeds his brother. 
Thaddeus G. 
Searle, who died in 
May. Mr. Searle 
has been con- 
nected with Con- 
tinental Can for 
some years and has 
worked in the sales 
department in sev- 
eral divisions. He 
assumes the gen- 


Mr. Searle 


eral sales mana- 
vership after heading one of the com- 
pany s most important divisions fot 


several years, 


To Distribute Skin 
Mask Nationally 

The “Beverly Hills 
Skin Mask,” manufactured by the Wyo 
Products Co., Detroit, is now being 
placed on distribution in the national 
field by means of a sample campaign, 
prior to active national distribution. 
It has been sold for several months 
locally only. 
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Bermuda House Starts 
American Distribution 


Fidelwood, the House 
of Fragrance, of Bermuda. has begun 
distribution of its products in the 
United States after enjoying a splen- 
did resort business in the island for 
several years. Plans are under way for 
the sale of the product through leading 
department store outlets. The company 
was organized by C. Richard Ruther- 
ford, who is chemist and manager of 
the present plant, and the business 
really grew out of the large Easter Lil) 
trade with the United States. 

The company is named for a tree. 
the fidelwood, which, although a_na- 
tive of Australia, blooms in Bermuda 
at the same time as in its native habi- 
tat. The principal number in the line 
is the “Fidelwood” perfume which is 
manufactured from the blossoms and 


Although a 


few raw materials are imported from 


other parts of this tree. 


original sources, all of the compound- 
ing and much of the raw material pro- 
duction are done in Bermuda, native 
flowers and plants being processed for 
essential oils and derivatives. 

The plant, shown in the accompany- 
ing picture, houses the activities of the 
company, including laboratory and 
shipping department, and the front of 
it. directly opposite the Government 
\quarium, is devoted to the “House of 
Fragrance.” where the perfumes are 
sold at retail. Eight other retail out- 
lets in Bermuda have also been opened. 
For the time being orders are being 
filled by direct import. but a New 
York office will be opened and stocks 


of the perfumes carried here. 
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The new administration building at the Merck & Co. plant in Rahway, 
V. J., has been opened and the company’s executive offices are now located 
in it. The main section is 212 feet long and there are two wings 50 feet 


and 60 feet long respectively. Offices of the executives and a meeting room 


are on the fourth floor and the general offices occupy the remainder of 


the new unit. 


Celluloid Increases 
Sales Staff 

Celluloid Corp.., 
New York has made the following 
changes in its sales organization, as a 
result of the recent expansion in busi- 
ness due to the increased sales in new 


fields. Harry F. 


tant treasurer in charge of credits and 


Kels, formerly assis- 


collections. will be assistant director 
of sales of the Sheet. Rod & Tube Di- 
David 5. 


pointed assistant director of sales of 


vision. Hopping was ap- 
the Packaging Division to take active 
charge of the sales promotional work 
in this division and to coordinate the 
national advertising of the company 
with its field work. S. S. 


formerly assistant director of sales of 


Bareford. 
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the Sheet. Rod & Tube Division will 
act as special sales representative of 
this division to devote his entire time 
in the field. Edward H. Miller, former- 
ly assistant credit manager, has suc- 
ceeded Mr. Eels with the title of credit 
manager. J. H. Tunison succeeds Mr. 


Miller as assistant credit manager. 


Rellant Returns 
From Abroad 


J. Rellant, treasurer 
of Pinaud, Inc.. New York, has just 
returned from a two months’ trip 
abroad. During this time he visited 
quaint and picturesque Brittany, where 
he was born. Mr. Rellant also con- 
ferred with the president of Pinaud 
at the Paris office, discussing plans for 
the coming year. He predicts an ex- 
tremely fine year for Pinaud, as a re- 
sult of newly approved plans, more 
extensive advertising and more aggres- 
sive merchandising. 


Janie Lincoln Laboratories 
Sold to Clevelanders 


Sale of the Janie 


Lincoln Laboratories, organized 
twenty-five years ago at Tiffin, Ohio, to 
Cleveland interests has been  an- 
nounced. The entire business has been 
taken over by Janie Lincoln, Inc.. of 
Cleveland and has been moved to that 
( ity. i 


Lincoln 


H. Cole, nephew of Janie 
Cole. founder of the 


pany, will join the new organization 


com- 


on his return from California where 
he has been convalescing from a seri- 
ous illness. 





& Co., Ine. 


other specialties of the company. 
improved as modern methods and processes demanded. 
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The accompanying interesting aerial photograph shows the Linden, N. J., plant of W. J. Bush 
This particular plant was erected in 1901 for the distillation of essential oils and 
New buildings have been added and the original sections 
During the past few years the sur- 





rounding land has been developed by the County, and the Bush plant now occupies a unique 
position in the center of a public park. 


French Strike in 
Grasse Plants Minor 

The labor difficul- 
ties in France spread to the perfume 
raw material plants in Grasse during 
mid-July but were settled without great 
interruption to the work of the fac- 
tories. Although most of the plants 
were closed temporarily by the strike, 


for 


brief periods, ranging from a few hours 


the shut-down lasted only very 
to less than a week. No serious inter- 
ruption to the work and no effect upon 
crops is anticipated since the early 
flowers had all been processed prior to 
the strike and the jasmin and other 
later crops had not yet been started. 


Continental Increases 
New Orleans Plant 


Continental Can Co., 
Inc., has announced plans for the im- 
mediate enlargement and improvement 
of its plant facilities in the New Orleans 
district. The program includes the erec- 
tion of a new two-story can manufac- 
turing plant 160 x 200 feet on North 
Scott street, New Orleans, for the man- 
ufacture of general line cans for mis- 
cellaneous products such as coffee. 
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tea, spices, biscuits and other dry 
products, and the construction of a 
warehouse, 120 x 260 feet, adjacent 
to its plant at 


the company manufactures cans for the 


Harvey, La., where 


packers of food products. 

The Scott street project will include 
warehouse and office facilities, the lat- 
ter to be air-conditioned. Work will 
start shortly and total expenditure will 
be approximately $500,000. 


Bond and Penn. 


Coll. Tube Merge 
The Bond - 


Tube Co. has been organized at Wil- 
mington, Del., as the result of the 
merger of the collapsible tube divi- 
sion of Bond Mfg. Co. of Wilmington 
with Pennsylvania Collapsible Tube 
Co. of Williamsport, Penn. 

The the 
are George P. Edmunds, president; 
Charles A. Tome and Oscar B. Case, 
vice-presidents; and William C. North- 
rup, secretary-treasurer. 


Penn 


officers of new company 


Manufactur- 
ing equipment of the old Pennsyl- 
vania Collapsible Tube Co. is being 
moved to Wilmington and _ consoli- 
dated with the tube making division 





of the old Bond Mfg. Co. at the plant 
at Fifth and Monroe streets, Wilming- 
ton. During the last year considerable 
new equipment has_ been _ installed 
there by the latter company. Hence- 
forth, will be 


carried on exclusively at the old Bond 


tube manufacturing 
Mfg. Co. plant. The parent company. 
the Bond Mfg. Co., is erecting a new 
unit at 14th Thatcher 
Wilmington, where cork products and 
bottle will 
made. 

Stanley Lowen, 10 East 40th street. 
New York City, will be Metropolitan 
Matthieu 
will represent the company in Detroit. 
and Arthur La-Queur in Chicago. 


and streets. 


crowns continue to be 


representative; J. L. Sons 


McCormick Honors 
Several Employees 

At a meeting of the 
board of directors of McCormick & Co.., 
Baltimore, held recently in that city, 
several employees were awarded meti- 
torious service badges. Those receiv- 
ing the awards from President C. P. 
McCormick were: W. W. Durham of 
Leber of North 


Carolina, who were given diamond 


Louisiana and C. FE. 
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awards, and R. E. Fain of Georgia, D. 
S. Green of New York and W. F. Brod- 
erick of Tennessee, ruby awards. Mr. 
Broderick was also elected a member 
of the board and the meeting closed 
with a dinner in the “Tea House” on 
the seventh floor of the McCormick 


Building. 


Canadian Day with 
Michigan Association 
“Canadian Day” 
was the name given by the Allied Drug 
& Cosmetic 
tournament held at Beach Grove Golf 
and Country Club, Windsor 
Canada. Together with President Ray 
Vicary, who is a Canadian, the Wind- 
sor Drug Golf Association acted as 


Association to the golf 


near 


hosts. Prizes were given to the winning 
golfers. Among the Canadians present 
were Jim Wilsen, Ric Pearson, Joe Me- 


Corkel, Herb Todgham, Jack Vicary, 


“Shot” Well, Lyle Lansbury, and 
President Ray Vicary. Community 
singing and solos continued through- 





Above: A. Broderson, T. D. Jones, Jack La 


Rue. Below: H. Todgham, R. Perason, J. 


Wilson, A. R. Vicary. 


out the evening, which was greatly en- 
joyed by all. 

Plans for the combined tournaments 
of the two Chicago associations with 
the Allied Drug and Cosmetic Associa- 
tion were discussed at the meeting and 
the date was tentatively set at Septem- 
ber 15. 


de Gorin Leaves 
Kurlash Company 


Serge de Gorin has 
completed his work in organizing 
demonstrators and training sales em- 


on for the Kurlash Co., Rochester, 
‘oe 
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Schwarz Heads Sales 


of Allied Aleohol 
kL &. 


been appointed sales manager of the 
Allied Industrial Alcohol Corp., of 
Brooklyn, N. Y., and will have his 
headquarters at the Brooklyn offices 
of the company. He has been in the 
alcohol business for more than twenty 
with 


Schwarz has 


years several important com- 


panies. 


Organization of 
Production Managers 
In Cincinnati at the 
Netherland Plaza Hotel on July 8 and 
National 
of Production Management. Some 


9 was born the Association 


85 
production men representing many of 
the reliable manufacturers in the food, 
drug specialty, cosmetic, soap, liquor 
all 


and 


insecticide industries, from 
the 


turned out almost to a man. 


and 
over country, were invited 

This organization meeting was spon- 
sored by the following manufacturers 
of equipment and findings who serve 
the above industries: The Alvey-Fer- 
guson Co., R. A. Jones & Co., The Karl 
Kiefer Machine Co., The U. S. Print- 
ing & Lithograph Co., The Vulcan 
Copper & Supply Co., all of Cincin- 
nati, Ohio; Anchor Cap & Closure 
Corp., Long Island City, N. Y.; Con- 
solidated Packaging Machinery Corp.., 
Buffalo, N. Y.; Economic Machinery 
Co., Worcester, Mass.; Owens-Illinois 
Glass Co., Toledo, Ohio; The Pfaudler 
Co., Rochester, N. Y.; Reynolds Metal 
Co. and The Taylor Instrument Co., 
both of New York City. 

The object of the meeting can be ex- 
pressed briefly and well by quoting 
from the program: “The idea prompt- 
ing this meeting was conceived with the 
firm conviction that it would prove of 
decided interest and benefit to those 
men who are so vitally important to 
business—production managers. It is 
believed that from this and other meet- 
ings to follow, they can secure a wealth 
of information which will be of in- 
estimable value to them in solving 
their many problems.” 

July 8 was taken up by inspection 
trips to the plants of four of the five 
local sponsors. The Karl Kiefer Ma- 
chine Co. and the R. A. Jones & Co. 
plants were visited in the morning. 
Luncheon was enjoyed at the Hyde 
Park Country Club, then the United 
States Printing & Lithograph Co. and 
Vulcan Copper & Supply Co. factories 
were inspected, but the scheduled trip 


to the Alvey-Ferguson Co. had to be 
omitted due to the lateness of the hour 
and the excessive heat. 

Ninety-eight 
minded superintendents and produc- 


aggressive, serious- 





Jo 
am 
Aw 

a 


Ar. Finch 


Mr. Bristol 


tion managers sat down together to a 
the Netherland Plaza 
with not a single typical convention 


fine dinner at 
hound present. Following the dinner, 
Ernest E. 
Kiefer, acted as toastmaster. He made 


Finch, general manager of 


it clear at once that while the men pres- 
ent were representative of their respec- 
tive industries, equally capable and 
even more able men had not been on 
the cuest list solely because the spon- 
sors felt the organizing group should 
not be too large and unwieldy. 

The meeting then adjourned until 
9 A. M., July 9, at the same place for 
the purpose of organizing a formal, 
Mr. 


opened the meeting by appointing Mr. 


permanent organization. Finch 
Bristol chairman pro tempore. In true 
production manager style, the busi- 
ness before the meeting was handled 
with thoroughness and dispatch. A com- 
mittee with Howard Sumner, of Nor- 
wich Pharmacal Co., chairman. and 
Louis Weiner of Hiram Walker & Sons. 
secretary, was named that promptly 
drafted and reported a platform for 
the formation of the organization. It 
was adopted. A nominating committee 
appointed with W. V. A. Clark of Allied 
Products chairman, was instructed to 
name four officers and ten directors. 
While the committees were preparing 
their reports, there was an informal 
discussion of the aims and objects of 
the proposed organization. 

The four officers named and duly 
elected are president, Wm. M. Bristol 
of Bristol-Myers Co.; vice-president, 
Harold M. Bowman of Standard Oil 
of New Jersey; secretary, Frank Zegers 
of E. R. Squibb & Sons; and treasurer, 


H. F. Brownell of McKesson & Rob- 


bins. 


They were chosen not only for their 
recognized ability, but because. they 
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live and work in close proximity to 
each other. It is felt that this will expe- 
dite the voluminous work these men 


will have to do in nursing this lusty 
baby in its first year. 

Ten directors were chosen, special 
care being taken in their selection to 
insure that the industries to be served 
will have about equal representation. 
These directors are so located geo- 
graphically, that they can easily reach 
just about all the territory to be 
sery ed. 

The meeting then adjourned for 
lunch. It had been planned to devote 
the afternoon to a round-table discus- 
sion of problems. This was postponed 
because many men had to leave, either 
to return to their duties or to escape 
the 103 degree temperature of the mo- 
ment. 

Mr. Bowman did call a short session 
for informal discussions. Before ad- 
journment, Ernest E. Finch was unani- 
mously elected to honorary member- 
ship. This was quite as it should be be- 
cause while many men in the industry 
had long felt and often expressed the 
need for such an organization, it re- 
mained for ‘Ernie” Finch to crystalize 
the idea. 

Every man present recognizes, and 
ultimately all in the industry will rec- 
ognize the wonderful job Mr. Finch 
has done for the industries the organ- 
ization will serve. The contemplated 
collation of and dissemination of in- 
formation on production problems will 
contribute very much to the progress 
of the drug specialty, cosmetic, per- 
fumery, soap and kindred industries 
it is designed and so well organized 
to serve. 


W. Bruce Philip 
W. Bruce Philip, 


formerly vice-president and for some 
years W ashington representative of the 
National Association of Retail Drug- 
gists, died at his home in California, 
early in July at the age of 57. He had 
been in ill health for about a year. Sur- 
viving are his widow, a son and a 
daughter. 


Mrs. William G. Mennen 


Mrs. Lillian Schenck 
Mennen, wife of W. G. Mennen, presi- 
dent of the Mennen Co., Newark, N. J.. 
died July 13 in Stockholm, Sweden. 
The family sailed June 27 for a tour 
of Northern Europe. Mrs. Mennen was 
the former Mrs. Lillian Knoepke, a 
sister of Mr. Mennen’s first wife. They 
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were married in 1920. Surviving are 
her husband, a daughter, Mrs. Dorothy 
Knoepke Stengel; two step-daughters, 
Mildred and Irene Mennen and two 
step-sons, William G. Mennen, Jr., 
and George Mennen, all of South 
Orange, N. J. 


Frank S. Hyatt 

Frank Stanley 
Hyatt, president of Brass Goods Manu- 
facturing Co. of Brooklyn for the past 
twelve years, and for 30 years affii- 
ated with the firm 
in an executive ca- 
pacity, died sud- 
denly on July 25 
of a heart attack. 
He was 74 years 
old. 

Mr. Hyatt was a 
well-known figure 
in the business and 
social life of 
Brooklyn. He was 
a native Brooklyn- 
ite and lived at 1 Pierrepont street, 
Brooklyn. During the first twenty 
years of his commercial activities, Mr. 


The late 
F. S. Hyatt 


Hyatt engaged in the banking business 
and as a banker acquired a sound 
knowledge of finance and_ interna- 
tional affairs that proved invaluable. 
His career was regarded as typical of 
culminated achievement in the busi- 
ness world. Mr. Hyatt had an opti- 
mistic and pleasant personality and 
had acquired a host of friends in his 
business and social life. Shooting 
and golf were his favorite diversions. 

He was a member of the Essex County 
Country Club of Orange, N. J., The 
Brooklyn Club, the Sons of the Revo- 
lution, Society of Colonial Wars, 
Veteran Corps of Artillery, Montauk 
Lodge F. & A. M., Aurora Grata Con- 
sistory of Brooklyn and Kismet Tem- 
ple, Nobles of the Mystic Shrine. 

Mr. Hyatt married Miss Katherine 
E. Stratton in 1889. Mrs. Hyatt, who 
was very active in Y.W.C.A. work, 
died in November, 1935. Surviving are 
a son, Paul W. Hyatt, and a grandson, 
William S. Hyatt; also two sisters, Mrs. 
Edward H. Nancker and Miss Annie 
Hyatt. 


Frank G. Abbott 
Frank G. Abbott, 


general sales manager of the Mennen 
Co., Newark, N. J., died at his home in 
Short Hills, N. J., early in July. He 
was 55 years old. Mr. Abbott was born 
in Mansfield, Ohio, and at an early 





age started his career in the drug trade, 
He was connected in succession with a 
number of important houses in the 
wholesale drug industry and the manu- 
facturing field, joining the Mennen 
Co., in 1933 after several years as an 
executive of McKesson & Robbins. Sur- 
viving are his widow, Mrs. Emma 
Hollywood Abbott and two sons, John 
J. and Frederick Hollywood Abbott. 
Funeral services from his late home 
were private, with interment at Lin- 


den, N. J. 


Samuel Riker 

Samuel Riker, law- 
yer and a director of the New Jersey 
Zine Co., died at his home in Red Bank, 
N. J., July 17 at the age of 68. He had 
been associated with the chemical busi- 
ness for many years and was a son of 
J. L. Riker, one of the founders of the 
late firm of J. L. & D. S. Riker, which 
was succeeded a few years ago by 
Joseph Turner & Co. He leaves his 
widow, a son, Samuel Riker and two 
daughters. 


E. S. Wittnebel 

E. 2. Wittnebel, 
president of the Commonwealth Color 
& Chemical Co., Brooklyn, died in New 
Rochelle (N. Y.) Hospital, July 9, at 
the age of 58. Mr. Wittnebel founded 
the dye company 35 years ago and has 
headed it ever since. Interested in civic 
affairs and athletics, he was former 
chairman of the New Rochelle Park 
Commission, and a founder of the New 
York Athletic Club Anglers. His widow, 
Mrs. Elsa Wittnebel and a son, Augus- 
tus S. Wittnebel, survive. Funeral ser- 
vices were held in New Rochelle. 


July 11. 


James E. Davis 

James E. Davis, for 
many years prominent in toilet prepa- 
ration and drug circles in Detroit, died 
in that city July 11, at the age of 88. 
For sixty years he was prominent in 
the industry, first as the head of James 
E. Davis & Co., which he organized as 
his first business venture, and later 
with other prominent houses. He was 
a past president of the National Whole- 
sale Druggists Association and of the 
Manufacturing Perfumers Association, 
now the Toilet Goods Association. Mr. 
Davis was a 33rd Degree Mason and 
a member of several local clubs and 
societies in Detroit. Mrs. Thaddeus 
Walker, a daughter, is his only sur- 
viving relative. 
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New Products and Processes 


Under this heading are published 
brief articles concerning interesting 
new products and processes offered in 
the industry. 
instance furnished by the sponsor of 
the product and the article is not to 
be considered an endorsement by this 


The material is in every 


journal. 


The Alsop Engineering Corp., New 
York, announces a new low-priced 
Label Paster, model 37, which, the 


on labels at 
the astounding speed of 1/10 second 
for a 2-in. label, | 


company states, puts glue 
6 second for a 3-in. 
label, and | label. 

“The rubber mounted motor has a 
built-in, fully enclosed, two-speed re- 
duction gear drive, which is absolutely 
running in liquid grease. A 
unique is that all removable 
parts are held firmly in place when 
motor is running, but lift off freely for 
cleaning when motor stops. The thick- 
ness of the glue applied to the labels 
can be controlled to less than 1/1000th 
a con- 


3 second for a 6-in. 


silent, 
feature 


of an inch by simply adjusting 
venient thumb screw which has auto- 
matic compensating springs to control 
different consistencies of glue. 

“A thumb screw is used to adjust 
guides which hold labels line for 
rapid feeding through machine. Oilless 
bearings are used on all shafts, all parts 
are interchangeable and those touch- 
ing glue are of rustless metals such as 
stainless steel, aluminum and bronze. 
The machine operates from any light 
socket. It is mounted on rubber feet 
which hold it firmly place. 

One of the latest developments in the 
appliance field is the new electric fan 
and odor disseminator just announced 
by Ira E. Baker Co., Cleveland, Ohio 
(see cut). The fan has several unusual 
features which distinguish it from the 
conventional type, although it is priced 
to sell in direct competition with stand- 
ard fans of similar rating. 

Blades and motor are completely 
enclosed in a carefully styled cabinet 
which takes the fan out of the utility 
field and makes it a lovely article of 
furniture. In addition, the cabinet re- 
moves every possibility of danger from 
whirling blades. 

The most unique aspect of this new 
appliance is the fact that the cabinet 
is equipped with brackets to hold bot- 
tles of a suitable aroma or deordorant 
which is disseminated the 


into air- 
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“VACUTOP” 
produced by Double Duty 
Products, Inc., also of Cleveland. 
When the fan is started, with these 
bottles in place, the odor is dissem- 


stream through use of 


cle sures, 


inated into the room, making it possible 


to completely permeate the atmosphere 
with any desired aroma. 





A selection of six odors is now avail- 


able, although any number of others 


The six 
include not only customary flower per- 
fumes but also a balsam odor, said to 
be beneficial to hay-fever sufferers, and 


= The 


can be had on special order. 


what is termed an “ozone odor.” 


but 
tendency to 


latter has little noticeable aroma, 
demonstrates a marked 
deodorize rooms permeated with cook- 
ing odors or stale tobacco smoke. 


The Scientific Filter Co.., 
announces its 


New Y ork, 
the label 
pasting field with an entirely new type 
of machine, the “Whirlwind Electric 
Label Paster.” “New principles of 
more efficient label pasting and new 
ultra-modern design have been incor- 
‘Whirlwind.’ 
“The entire machine can be instant- 
ly dismantled for 
and feed rollers being removed through 
grooves in the end plates in which they 
are mounted. Oilless phosphor bronze 
bearings insure perfect alignment of 
the rollers at all times and make for 
silent operation and long life. Drive 
is by geared head 


entry into 


porated in the new 


cleaning, the glue 


means of a quiet, 


motor, eliminating belts and pulleys. 
A novel feature of this new type of 
paster is the scraper knife which re- 


quires no adjustment whatever and yet 
automatically provides the proper 
amount of glue at all times. The glue 
is applied to the labels in light, narrow 
strips thus reducing the amount of 
glue consumed to a minimum. There 
is no tendency for the labels to curl 
therefore they are easily and quickly 
applied with a minimum amount of 
wiping and no wrinkling. The ‘Whirl- 
wind’ has been so designed that it will 
operate successfully on extra light 
hodied glues. Because of this feature 
and the specially designed 
knife the ‘Whirlwind’ will actually cut 
glue bills in half. The machine will 
also successfully handle all types of 
paper labels, light 
some types of cloth. 


scra I er 


cardboard and 


CLOSING, LABELING AND CARTONING 
COSMETICS 


(Continued from Page 74) 

a wire stitching machine to stitch the 
bottom before and the top after pack- 
ing the shipping For 
cases and mixed shipments, where vari- 
ous size containers are employed, an 
interesting variation is available. It 
is a portable top stitcher that can be 
moved to the work instead of bringing 
the case to the machine. It is light in 
weight and may be suspended from a 
hook or an overhead trolley by means 
of a spring. The operator can swing 
the machine in any direction without 
supporting its weight. 


cases. larger 


If one is charged with modernizing 
a backward plant, he could probably 
best start at the shipping room and 
work back toward the production line. 
It is usually the most unorganized and 
a good showing in savings and effi- 
ciency, therefore, is more readily made 
and more apparent. With this behind 
him, assuming the job is well done, he 
could expect better cooperation from 
employer and employee alike as he 
moves on to the other departments 
where the advantages, the economies 
and the improved working conditions 
are less obvious. 
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Colgate Men Win N. Y. Trips 
the 


Col- 


gate-Palmolive-Peet Co., Toronto, con- 


Recently 


ducted a three-month sales contest and 
among the winners were W. E. Pilotte. 
Quebec City. Fred Pelford. 
and N. D. Armstrong, 
British Columbia. The three 
awarded trips to New York with all 


expenses paid, 


Toronto, 
Vancouver. 


were 


Tamblyn Opens 62nd Store 


G. Tamblyn, Ltd., 
operating a chain of drug stores in 
Ontario cities, has recently announced 
the opening of its latest addition lo- 
cated at Bathurst street and St. Clair 
avenue, Toronto. It is the 62nd store 
to be opened in this chain. 


Dickison Heads N. B. Pharmacists 


Charles D. Dickison. 
Newcastle, was chosen president at the 


convention of the New Brunswick 
Pharmaceutical Society held at 
Chatam, N. B. Other officers elected 


were: Carl A. Robbins, Saint John. 
Vice-President; Wm. W. Macauley, 
Saint John, Treasurer; William H. 


Bryden, Saint John, Registrar; Miss 
Agnes I. Short, Saint John, re-elected 
Fred F. Welsford, Saint 
John, retiring president, was in the 
chair during the business sessions. An 


Secretary. 


interesting feature of the convention 
was the presentation of a valuable desk 
to E. R. W. Ingraham of West Saint 
John, in appreciation of his 49 years 
of continuous officer, ex- 
aminer, member of councils and com- 


service as 
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mittees. Mr. Ingraham has held every 
office in the provincial organization 
and has officiated at examinations held 
by the Society for many years. 
United Drug Conventions Held 
The United Drue 
Co. of Canada, Ltd., with headquarters 
recently conducted 


at Toronto has 


sales conventions in the following 
Maritime cities: Fredericton, New 
Brunswick; Halifax, Nova Scotia: 


Kentville. Nova Scotia: Sydney. Nova 


Moncton, New 
the officials conducting 


Brunswick. 
the 
convention were J. R. Kennedy, presi- 
dent of the company; E. H. Waldruff, 
president of L. K. Liggett Co. of Can- 
Ltd.: Fred 


of the toilet goods department, and 


Scotia: 


Among 


ada, Prowhurst, manager 
George A. Evans, chief of the research 


department. 


Pharmacists Hold Convention 
Members of the Al- 

berta Pharmaceutical 

the Alberta Retail 


ciation held last month the most suc- 


Association and 
Druggists’ Asso- 
cessful convention in the history of 
these two organizations. The conven- 
tion took place at the Macdonald Ho- 
Alta. Earnest discus- 
sion of trade problems and evidence of 


tel, Edmonton, 


a marked spirit of optimism indicated 
the drug trade of Alberta is well to- 
wards the front in the march to 
covery. Delegates to the number of 
150 were present, many being accom- 
panied by their wives. 


re- 


The following officers and executive 


members were elected: President 








E. G. Grant, Calgary: Vice-President 
7 as 
Treasurer 
elected). 
named were: Fred Heath, Edmonton: 
G. V. Leech, Taber; J. McKibbon, Car- 
bon: V. E. Hessell, Okotoks: W. Tory. 

Westlock. 


Tregale, Provost; Registrar- 
M. R. Maybank 


Other members of executive 


(re- 


Johnson With Beardmore Agency 


G. A. Johnson. who 
has been identified with the toiletries 
industry for many years, has been ap- 
pointed sales manager of the S. H. 
and 
will personally represent the company 


Beardmore Agency in Toronto 
in the Eastern Territory. “Gerry,” as he 
is popularly known, has been promi- 
nent in the work of the Association of 
Canadian Perfumers and Manufactur- 
ers of Toilet Articles. He served in 
both the Boer War and the Great War. 
being one of the original members of 
the 
Princess Pats. 


famous Canadian Regiment, the 


Andrew Recovering 
From Operation 


J. H. Andrews, man- 
aging director of Lymans, Ltd., Mon- 
treal, and a member of the Association 
of Canadian Perfumers and Manufac- 
turers of Toilet articles, is at present 
recuperating in Bermuda after a seri- 
ous illness. Mr. Andrews successfully 
came through a dangerous operation, 
and is now reported to be well on the 
road to recovery. 


Innoxa Head Visits 
Canadian Branch 

A. Alberman, chair- 
man of the board of Innoxa (England), 
Limited, England, 
spent a few days in Toronto with their 
Canadian Sales Agent, Ralph W. Bar- 
ton & Co., formulating advertising 
plans for Canada. Mr. Alberman ex- 
pressed himself as well pleased with 
Canada and the growth of “Innoxa” 
beauty aids in England during the last 
several years has prompted him to in- 
troduce his lines to Canadian women. 


London, recently 
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Tuis department is conducted under 
the general supervision of Howard S. 
Neiman, contributing editor on pat- 
ents and trade marks. This report of 
patents, trade marks and designs is 
compiled from the official records of 
the Patent Office in Washington, D. C. 
We include everything relating to the 
four co-ordinate branches of the essen- 
tial oil industry, viz.: Perfumes, Soaps, 
Flavoring Extracts and Toilet Prepa- 
rations. 

Of the listed, 
whose numbers are preceded by the 
letter “M” 
under the 


The 


trade marks those 
have been granted regis- 


Act of March 19, 


remainder those ap- 


tration 


1920. are 


Trade Mark Registration 
Applied for 
(Act of Feb. 20, 1905) 


These registrations are subject to opposi- 
tion within thirty days after their publica- 
tion in the Official Gazette of the United 
States Patent Office. It is therefore sug- 
gested that our Patent and Trade Mark De- 
partment be consulted relative to the pos- 
sibility of an opposition proceeding. 


355,884.—See Illustration. Clarence  D. 
Evans, doing business as 7-Day Labora- 
tories, Berkeley, Calif. (Jan., 1924.)—Skin 


ointment. 
362,588.—See Illustration. Park Avenue 
Sales Co., Inc., New York. (Aug. 1, 1933.) 
Lipsticks, face powder, and rouge. 


369,276.—See Illustration. Imogen Co., 
New York. (May 30, 1935.)—Toilet cream. 
370,612.—See Illustration. Pearl S. Hart, 


doing business as Peggy Hart, Chicago, Il. 
(Sept., 1931.)—Toilet preparations. 
372,867.—See Illustration. Edward Robey, 
doing business as Mineral Products Co., Los 
Angeles, Calif. (Dec. 9, 1935.)—Soluble 
mineral salts for bathing purposes. 
373,190.—See Illustration. Hilda E. Steele, 
Chicago, Ill. (Jan. 25, 1935.)—Toilet prep- 
arations. 
374.076. 
Box Corp., 


See 


The Band 
(Aug. 13, 1935.) 


Illustration. 
St. Louis, Mo. 
Soap. 
376,805—See Illustration. 
tions, Inc., New York. 
Shaving cream. 
374.910.—See 
New York. 
arations. 
375,036.—“C. U. D.” Viennese 
tories, Inc., Brooklyn, N. Y. 


Karol Prepara- 
(Dec. 18, 1935.) 

Shulton, Inc., 
Toilet 


Illustration. 


(Oct. 31, 1935.) prep- 


Labora- 
(1929.) —Hair 
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Conducted by Howard 5S. Neiman 


plied for under Act of February 20, 
1905, and which have been passed to 
publication. 

Inventions patented are designated 
by the letter “D.” 

International trade marks granted 
registration are designated by letter 
"G 

All inquiries relating to patents, 
trade marks, designs, registrations, 
copyrights, etc., should be addressed 


to 
PATENT AND TRADE MARK 
DEPARTMENT 
PERFUMER, 
York City. 


\ MERICAN 
38th St., New 


THE 
9 East 


tonic, hair restorer, hand lotions, toothpaste, 
tooth powder, mouth wash. 


375,203.—See Illustration. Kalpul, Inc., 
Miami, Fla. (Jan. 1, 1936.)—Cosmetic 
preparation in liquid form containing a 


medicated solution with a powder base to 


be used externally on cuts and skin irrita- 
tions, 
375,262. Mulhens, 


“CHYPRON.” Ferd. 


Inc.. New York, assignor to Les Parfums 
Chypron Societe Anonyme, Courbevoie 
Seine, France. (Jan. 27, 1936.)—Toilet 


preparations. 
375,652.—See Illustration. 
Olive Co., Lindsay, Calif. 
Scalp and skin lotion. 
375,686.—See _ Illustration. Armour & 
Co., Chicago, Ill. (Sept. 27, 1935.)—Dis- 
tilled or fractionated fatty acids or mixtures 
thereof. 
375,810.—“MADONNA.” 
Denis, New York, N. Y. 


Lindsay Ripe 
(Nov.. 1935.) 


Parfumerie St. 
(Jan. 3, 1936.) 


Toilet preparations. 

376,025.—See Illustration. The American 
Hair & Scalp Institute, Los Angeles, Calif. 
(Dec., 1934.) Soap. 

376,078.—See Illustration. Margaret 
Helene Stohl, doing business as Nile Cos- 
metics, New York. (Feb. 29, 1936.)—Mas- 
cara. 

376.223.—See Illustration. Margarita Or- 


lova, doing business as Princess Anna Kouro- 
kina, Chicago, Ill. (Oct. 15, 1935.)-—Creams, 
perfumes and toilet waters. 

376.297.—See Illustration. 
New York. (Jan. 2, 1931.) 


376,405.—See Illustration. 


Jacob Nagler, 
Facial creams. 


Freak C. 


Reilly, New York. (Dec. 12, 1931.)—Toilet 
preparations. 
376,507.—“Chlora-Mint.” Vadsco Sales 


(Oct. 28, 


Corp., Long Island City, N. Y. 
preparations. 


1915.) Toilet 





376,567.—See Illustration. Lydia V. Bill- 
ing. Piedmont, Calif. (Feb. 1, 1936.)—HUair 
grower. 

376,615.—"“BLONDALURE.” Herman C. 
Vernick, Newark, N. J. (Mar. 1, 1935.) 
Hair shampoo. 

376,685.—“CELLEEN.” National Cellu- 
lose Corp., New York. (Jan. 15, 1936.) 


Cleansing tissues. 


376,700.—See Illustration. Walter Wein 
berger, New York. (Nov., 1934.)—Toilet 
preparations. 

376,998.—See Illustration. Jeanette Pow 


der Puffs, Inc.. Newark, N. J. (Mar. 30, 
1936.)—Powder puffs. 

377,230.—See Illustration. Payless Drug 
Co., Hollywood and Modesto, Calif. ‘ \pr. 


1, 1936.) Cosmetics and toilet preparations. 


377,281.—See Illustration. Rolls Razor 
Ltd., London, England. (June 1, 1928.) 


Shaving soap. 

377.458, 377.459.—“COSMETRIGRAPH" 
and “CHROMETRIGRAPH” respectively. 
Color Instrument Corp., New York. (Feb. 
1, 1935 and Jan. 1, 1935.)—Apparatus for 
measuring the color values of cosmetics and 


the like. 

377,.511.—“BRUSHFIT.” Clen S. Hum- 
phrey, Brooklyn, N. Y. (Mar. 9, 1936.) 
Teoth powder. 

377,575.—See Illustration. Egert Pro:! 
ucts Co., Cleveland, Ohio. (Feb., 1932.) 


Deodorant cream. 


377,630.—“PALMOLIVE.” Colgate-Palm 
olive-Peet Co., Jersey City, N. J. (Jan. 1, 
1900.) —Face and greaseless creams, talcum 
and face powders, shampoo preparations, 


dental cream, face lotion, stypt’e pencils. 
377,881.—“SA-GU-MO-LA.” Samuel Ne! 

son, doing business as “Sa-Gu-Mo-La” Co.. 

Waterloo, Ia. (Apr. 14, 1936.) 
377,887—“SECURITY.” Powers 


Hair tonic. 
Mercan- 


tile Co.. Minneapolis, Minn. (1910.)—Ful- 
ler’s earth. 

378,077.—"*Town and Country.” Houbh 
gant, Inc.. New York. (May 1, 1936.) 
Soaps and shaving cream. 

378,078.—‘Town and Country.” Houbi- 
gant, Inc.. New York. (May 1, 1935.) 
Toilet preparations. 

378,102.—See Illustration. Universal 
Brands, Inc., New York. (Mar. 5, 1936.) 
Tooth paste. 


378.159.—"“CORONATION.” 1H. 
Thomas, New York. (Apr. 28, 
Perfume extracts. 

378,310.—See Illustration. House of Wemb- 
Inc.. New York. (Feb. 1, 1936.) 
Hand soap, bath soap, and shaving soap, in 
bar and cream form. 

378,517.—See Illustration. Beach Soap Co.., 
Lawrence, Mass. (Jan., 1933.)—Soap with 
or without other detergent materials. 

378,629.—See Illustration. Ben 
sehn, doing business as Galli 
Brooklyn, N. Y. (May 15, 1936.) 
preparations. 

378,372.— Snowball.” 


Gregor y 
1936.) 


Hirschen 
Sales Co., 
Toilet 
Matchabelli 


Prince 
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New York. (Apr. 15, 1936.) 


Perfumery, Inc., 
Perfumes. 
378,767. 


Culver City, 


Vimay Parfums, 
1936.) Per- 


Illustration. 
Calif. (May 6, 


See 


fumes. 

378. ams. 
burgh, Pa. (May 20, 1936.) 
tie sone deodorants. 


Cosmetics, par- 


Trade Mark Registration Granted 
(Act of March 19, 1920) 


These not subject to 


registrations are 
opposition: 


Wright & 
1935. 


Illustration. 
Ill. (May 28, 


Soaps. 


M336,.615.—See 
Lawrence, Chicago, 
Serial No. 371,083.) 
M336,788.—See Hlustration. The 
Co.. Inc., New Rochelle, N. Y. (May 27, 
1935. Serial No. 375,085.)—Powder _ puffs. 
M336,985.—See Illustration. No-Kap Closures 
(U.S.A.), Providence, R. |. (Mar. 26, 
Serial No. 363,983.) Nozzle 
for containers, bottles, 


like. 


Hygienol 


Inc., 
1935. closure 


means 
and the 


Designs Patented 
Arnold A 


to Owens- 


for a bottle. 


Ohio, assignor 


100,217.—Design 
Lorenzen, Toledo, 
Illinois Glass Co., Toledo, Ohio. 
100,264.—Design for a combined bottle 
and stopper. Paul H. New York. 
100,307, 100,308. Designs for a jar. 
Lysle E. Adams, Chicago, IIL, assignor to 
Lysle E. Adams, as trustee. 
100,353.—Design 
similar article. Albert 
100,366.—Design for a 
Fuerst, Toledo, Ohio, 
son & Son, Inc., Racine, 
100,368.— Design 
Funkey, Baltimore, 
Lowrey Glass Co., 
100,372. 
Guerlain, 
lain Perfumery 
100,387.—Design 
James W. Perry, 
to Colt’s Patent 
ford, Conn. 
100,393.—Design for 
article. Joseph S. Chicago, IIL, 
assignor to Lucien Lelong, Chicago, Ill. 
100,398.—-Design for a vanity case or simi- 
lar article. Sundin, New York, as 
signor to Sagamor Metal Goods Corp., Long 
Island City, N. Y. 
100,412.—Design for a 
cessed bottle. Bernard 
Netherlands, assignor to 
nootschap Amsterdamische 
‘T Lootsje” Der Erven 
sterdam, Netherlands. 
100,424.—Design for a bottle. Raymond 
Guerlain, Paris, France, assignor to Guer- 
lain Perfumery Corp., Wilmington, Del. 
100,428.—Design for a combined bottle 
and stopper. Allen C. James, New York. 
100,434, 100,435.—Designs for a_ bottle. 
Frank Melntosh, New York, assignor to 
Lentheric, Inc., New York. 
100,438.—Design 
A. Mengle and George 
Pa., assignors to Brockway 
Brockway, Pa. 
100,515.—Design for a closure cap or simi- 
lar article. Joseph R. Fleisch, Clifton, N. J.. 
Anchor Cap & 


Ganz, 


shaving bowl or 
New York. 
Edwin W. 


John- 


for a 
Mosheim, 
bottle. 
assignor to S. C. 
Wis. 
bottle. 
Md., assignor to 
Baltimore, Md. 
Design for a_ bottle. Raymond 
France, assignor to Guer- 
Corp., Wilmington, Del. 
for a container closure. 
Hartford, Conn., assignor 


Fire Arms Mfg. Co., Hart 


John H. 


Carr- 


for a 


Paris, 


a tale bottle or simi- 


lar Stein, 


Inc., 


The odore 


combination —re- 
Hilversum, 
Naamlooze Ven- 

Likeurstoker ij 
Bols, Am- 


Carp, 


Lucas 


for a bottle cap. Glen 
C. Noblit, Brockway, 
Glass Co., Ine., 


assignor to Closure Corp., 
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“BEAUSAL.” Calgon, Inc., Pitts- NO 


(CR character #9) . 
) BEVEL" ee” 


— 


PENT 


5 


Long Island City, N. Y. 

100,521.—Design for a combination bottle 
and holder therefor. Helena J. Titus, New 
York. 


Patents Granted 


2,046,133.—Closed receptacle or case. Mer- 
rill L. Rathbun, Jamestown, N. Y. 
2,046,227.—Closure cap for jars. 
P. White, Glencoe, IIl., assignor to 
Cap Co., Chicago, Ill. 
2,046,449.—-Spray dried soap and process 
of making same. Carleton Ellis, Montclair, 
N. J., assignor to The Procter & Gamble Co.. 
Cincinnati, Ohio. 
2,046,745.—Container cap. Philip O. Hoag, 
Newark, N. J., assignor to The Whitehead 
& Hoag Co., Newark, N. J. 
2,046,934.—Dispensing container. Eli Bour- 
land, Jersey City, N. J., assignor to 
tinental Can Co., Inc., New York. 
2,047,317, 2,047,318.—Powder-mixing de- 
vice. Eugen Esslen, Hamburg, Germany. 
2,047,320..-Soap cream. Ralph H. Fer- 
guson, Cincinnati, Ohio, assignor to The 
Procter & Gamble Co., Cincinnati, Ohio. 


William 
White 


Con- 


KAROL 


CREAM SUAVE 
fatarhiss = 


om Wa 


a oe 


376 ,606 


! con IMPLE 


375,200 


age 


,593 


2,047,693.—Collapsible tube closure. Jerry 
Lickwar, Warren, Ohio. 

2,048,010. Cosmetic 
Kreisler, New Rochelle, 

2,048,255.—Compact. 
York. 

2,048,649. 
receptacles, and the like. 
Jr., St. Louis, Mo. 


container. Jacques 


a ae 


Paul H. New 


Ganz, 


Dispensing closure for bottles, 
Francis E. Fowler, 


Canadian Patents and 
Trade Marks 


THE increasing international trade 

relations between the United States 
and Canada emphasize the importance 
of proper patent and trade mark pro- 
tection both of these countries in 
order that the expansion of business 
may not be curtailed by legal difh- 
culties. 

For the information of our readers, 
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we are maintaining a department de- 
voted to patents and trade marks in 
Canada relating to the industries rep- 
resented by our publication. 

This report is compiled from the 
official records in the Canadian Patent 
Office. 

All inquiries relating to patents, 
trade marks, designs, registrations, 
copyrights, etc., should be addressed 
to 


THE AMERICAN PERFUMER 
9 East 38th Street, 
New York City 


Trade Marks Under Unfair 
Competition Act of 1932 


N.S. 5214.—“O.D.C.” Dental cleaning pow- 
der. The Dental Co. of Canada, Ltd., To- 
ronto, Ont. 

N.S. 5246.—“MI MI.” Hair sham- 
poo, liquid soap and other hair preparations. 
Isabel Ridley and Katherine Ridley, To- 
ronto, Ont. 

N.S. 5254.—“TAROLEUM.” Preparation 
for cleaning the scalp and hair. Wildroot, 
Ltd., Fort Erie, Ont. 

N.S. -“TATTOO 


tonic, 


HAWAIIAN.” 


5255. 


Perfumery, lipsticks, rouge, 
skin creams and _ lotions, 
Tattoo, Inc., Chicago, Ill. 

N.S. 5256.—“HALEX.” Tubes for shaving 
soap. The British Xylonite Co., Ltd., Hale 
End, London, E. 4, England. 

N.S. 5268.—“SALUSPEDO.” Lotion. Frank 
W. Bedard, Ottawa, Ont. 

N.S. 5286.—*HILLS’ NU-HAIR.” Hair and 
scalp tonic. Ernest Hills, doing business as 
Hills’ Manufacturing Co., Toronto, Ont. 

N.S. 5295.—“GARDENIA ROYAL.” Bath 
crystals, dusting powder, talcum powder, 
bath oil, toilet water, Parfumerie St. 
Denis, New York. 

N.S. 5296.—Design of a circle having a 
border in which is shown two garlands of 
gardenias and leaves connected at the bot- 
tom by a ribbon bow and separated at the 
top. Toilet preparations. Parfumerie St. 
Denis, New York. 


face powder, 


mascara, etc. 


etc. 


Patents 


358,683.—Bottle cap. Sobemi (abbrevia- 
tion de: Societe Belge d’Emballages Metal- 
liques Industriels), Societe Anonyme, as- 
signee of Paul Heymans, both of Brussels, 
Belgium. 

358,760.—Tube machine. F. J. 
Stokes Machine Co., assignee of Charles J. 
Westin, both of Philadelphia, Pa. 

359,168.—Collapsible tube. Frank P. Pren- 
dergast, Dagus Mines, Pa. 


closing 


PRIVATE BRAND SOAP TAX CLARIFIED 


Clarification of the ruling (G.C.M. 
16223) which changed the status of 
“who is the manufacturer” under the 
excise tax on toilet preparations and 
soaps has been made to some degree 
through the efforts of Roscoe C. Ed- 
lund, executive secretary of the Soap 
and Glycerine Producers Association. 
In an informal conversation with Trea- 
sury officials, Mr. Edlund was given 
several clarifying statements, although, 
as usual, these some extent 
nullified by the caution that each par- 
ticular case must be decided individ- 
ually. 


were to 


In a bulletin to members of his asso- 
ciation Mr. Edlund gives the substance 
of these statements as follows: 

“In applying the ruling to relation- 
ships between soap makers and owners 
of private brands, while it was recog- 
nized that each case must be deter- 
mined upon the facts, the ruling was 
indicated to mean, in general: 

“(1) That the soap maker pays the 
tax on soap made for the owner of a 
private brand, if the owner of such 
brand does not fix specifications or 
supply ingredients which distinguish 
the brand from similar products; and 

“(2) If the owner of the private 
brand does fix specifications or supply 
ingredients which distinguish the brand 
from similar products, then he, rather 
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than the maker, may to all intent and 
purpose be the manufacturer and be 
subject to the tax. 

“When it is decided that the owner 
of a private brand is liable to taxation, 
the policy of the Treasury follows: 

“(a) In cases where the Commis- 
sioner of Internal Revenue has not pre- 
viously ruled on the specific situation, 
the decision, when made on the facts, 
may be applied retroactively, even as 
far back as June 21, 1932, the date on 
which the tax became effective. 

“(b) Where, however, the Commis- 
sioner of Internal Revenue—not local 
agents, but the Commissioner at Wash- 
ington—has previously ruled on the 
facts in a specific case, the Treasury, 
even if it later changes the ruling, will 
not make the change retroactive. 

“It is for this reason that it is sug- 
gested that in all cases of doubt, the 
facts be placed before the Bureau of 
Internal Revenue at Washington for 
specific ruling. 

“In administering cases where the 
Treasury decides that the owner of a 
private brand must pay the tax, the 
usual practice is to permit the soap 
maker to sign a waiver of his claim for 
refund of the tax he has previously 
paid, and to credit the owner of the 
private brand with the amount of tax 
thus covered by the waiver.” 


CIRCULARS, 
PRICE LISTS, ete. 


[) Generac Druc Co., New YORK. 
Catalog of “Agfa” Perfumery Prod- 
ucts. 

This fine list of “Agfa” products in- 
cludes many aromatic chemicals and 
a host of specialties. Prices are not 
given, the company explaining that 
the unstable condition of the market 
prevents extending firm quotations. 


Corp., LrTp., 
“The Bot- 


SCALE 
Mass. 


~] PNEUMATIC 
NorFOLK Downs, 
tling Workbook.” 
The handsome, spirally bound booklet 
contains 31 pages of closely packed 
information useful to anyone engaged 
in bottling or facing bottling prob- 
lems. While much of the space is 
given over to descriptions and illus- 
trations of the company’s machines, 
there is a great deal of general infor- 
mation of value to the manufacturer. 


[) Tue Kurtasn Co., Rocnester, N 
Y. “Kurlash Eye-deas!” 

This bulletin, designed for the com- 
pany’s demonstrators and sales people, 
is one of the most interesting which 
has reached our desk. It contains much 
useful semi-technical information as 
well as a large rumber of hints for 


the selling of Kurlash products. 


[|] Fritzscne Brotuers, Inc., New 
York. Wholesale Price List for July. 
The company has issued its regular 
price list of essential oils, aromatic 
chemicals and specialties for the per- 
fume, toilet preparations, soap and 
flavor industries. The list has been ex- 
panded to 28 pages, but follows the 
style made familiar by the company 
over many years. 


[] NATIONAL ADHESIVES Corp., NEW 
York. “Cellu-Meter.” 

This handy device tells the type of ad- 
hesive to be used with “Cellophane,” 
“Sylphrap” and _ other 
cellulose tissues on 


transparent 
various sorts of 
work. It consists of concentric wheels 
with a cut-out to show the type of work 
and the type of adhesive to be used. 


(") Pro-pHy-Lac-TIic BrusH Co., FLor- 
ENCE, Mass. Retail Druggist’s Mer- 
chandising Manual and Catalogue. 
The company has issued a very inter- 
esting bulletin of 16 pages, which illus- 
trates and describes the merits of the 
Pro-phy-lac-tic line of brushes. 





ESSENTIAL OILS 


Almond Bit., per Ib. 
S..? A. 
Sweet True 
Aprical Kernel 
Amber, crude 
rectified 
Ambrette 
Amyris balsamifera 
Angelica root 
seed 
Anise, U. S. P. 
Araucaria 
Aspic (spike) Span. 
French 


Balsam, Peru 

Balsam, Tolu, oz. 

Basil 

Bay 

Bergamot 

Birch, sweet N. C. 
Penn. and Conn. 

B'rchtar, crude 

Birchtar, rectified 

Bois de Rose 


Cade, U.S. P. 

Cajeput 

Calamus 

Camphor "white" 

Canenga, Java native 
rectified 

Caraway 

Cardamom, Ceylon 

Cascarilla 

Cassia, 80@85 p.c. 
rectified, U.S. P. 

Cedar leaf 

Cedar wood 

Cedrat 

Celery 

Chamomile 

Cherry laurel 

Cinnamon, Ceylon 

Cinnamon, Leaf 

Citronella, Ceylon 
Java 

Cloves Zanzibar 

Cognac 

Copaiba 

Coriander 

Croton 

Cubebs 

Cumin 

Curacoa peels 

Curcuma 

Cypress 


Dillseed 


Elemi 
Erigeron 
Estragon 
Eucalyptus 


Fennel, Sweet 


Galangal 
Galbanum 
Geranium, Rose 
Algerian 
Bourbon 
Spanish 
Turkish 
Ginger 
Gingergrass 


90 


$2.20@ $2.40 
2.50@ 2.75 
58@ .65 
.24@ ~~ .28 
25@ ~~ 30 
52@ ~~ «.60 
(oz.) 46.00@ 


Grapefruit 
Conc. 
Guaiac (Wood) 


Hemlock 
Hops 
Horsemint 
Hyssop 


Juniper Berries 
Juniper Wood 


Laurel 

Lavender, English 
French 

Lemon, Italian 
Calif. 

Lemongrass 

Limes, distilled 
expressed 

Linaloe 

Lovage 


Mace, distilled 

Mandarin 

Marjoram 

Melissa 

Mirbane (see Nitrobenzol) 

Mustard, Genuine 
artificial 

Myrrh 

Myrtle 


Neroli, Bigarde, P. 
Petale, extra 

Niaouli 

Nutmeg 


Olibanum 
Orange, bitter 
sweet, W. Indian 
Italian 
Spanish 
Calif. exp. 
dist. 
Origanum, Spanish 
Orris root, con (oz.) 
Orris root, abs. (o0z.) 
Orris Liquid 


Parsley 
Patchouli 
Pennyroyal Amer. 
French 
Pepper, black 
Peppermint, natural 
redistilled 
Petitgrain 
French 
Pimento 
Pine cones 
Pine needles, Siberia 
Pinus Sylvestris 
Pumilionis 
Rhodium, Imitation 
Rose, Bulgaria (oz.) 
Rosemary, French 
Spanish 
Rue 


Sage 

Sage, Clary 

Sandalwood, East India 
Australia 

Sassafras, natural 
artificial 

Savin, French 

Spearmint 

Snake root 


$3.00@ 
24.00@ 


3.10@ 
1.05@ 


4.00@ 
6.25@ 
4.00@ 4.25 
8.50@ 10.00 
1.95@ 2.25 
10.00@ 

3.25@ 3.75 


98.00@ 125.00 
130.00@155.00 


3.45@ 
1.15@ 1.25 


5.00@ 5.25 
2.60@ 2.70 
2.40@ 2.55 
2.60@ 3.25 
2.55@ 
2.85@ 
.20@ 
1.00@ 
5.25@ 
35.00@ 
18.00@ 


10.75@ 
5.50@ 
1.85@ 
1.25@ 
6.00@ 
2.55@ 
2.80@ 
1.10@ 
2.35@ 
1.35@ 
3.00@ 
1.00@ 
1.50@ 
1.60@ 


2.00@ 
6.00@ 
40@ 
36@ 
2.35@ 
2.00@ 
30.00@ 
5.50@ 
5.75@ 
.20@ 1.00 
45@ «48 
1.75@ 2.00 
1.85@ 2.00 
11.25@ 13.75 


WEA 


Yuotations on these pages are these made by local dealers, but are subject to revision without notice 


Spruce 
Styrax 


Tansy 
Thyme, red 
White 


Valerian 

Verbena 

Vetivert, Bourbon 
Java 
East Indian 


Wine, heavy 
Wintergreen, Southern 
Penn. & Conn. 
Wormseed 
Wormwood 


Ylang-Ylang, Manila 
Bourbon 


$1.05@ $1.25 
6.50@ 10.00 


1.80@ 2.10 
80@ .90 
85@ 1.25 


14.50@ 15.00 
3.75@ 7.00 
11.00@ 13.00 
15.00@ 25.00 
30.00@ 


1.25@ 

3.35@ 3.75 
450@ 8.00 
2.30@ 2.40 
2.40@ 2.60 


29.00@ 35.00 
5.00@ 8.00 


TERPENELESS OILS 


Bay 
Bergamct 


Clove 
Ccriander 


Geranium 
Grapefruit 
Sesquiter ‘less 


Lavender 
Lemon 
Lime, ex. 


Orange, sweet 
bitter 


Petitgrain 
Rosemary 
Sage, Clary 
Vetivert, Java 


Ylang-Ylang 
OLEO-RESINS 


Benzoin 


Capsicum, U. S. P. X. 
Alcoholic 
Cubeb 


Ginger, U. S. P. VIII 
Alcoholic 


Malefern 


Oak Moss 
Olibanum 
Orris 


Patchouli 
Pepper, black 


Sandalwood 
Vanilla 


3.25@ 3.50 
5.75@ 


4.00@ 5.00 
20.00@ 


8.00@ 12.50 
45.00@ 60.00 
85.00@ 


8.00@ 8.50 
10.00@ 14.50 
54.00@ 72.00 


78.00@ 90.00 
90.00@1 15.00 


3.25@ 3.75 

2.50@ 
90.00@ 
35.00@ 
28.00@ 35.00 


3.00@ 3.25 


2.20@ 
3.20@ 
3.25@ 


2.50@ 2.60 
3.30@ 


1.65@ 2.00 


6.00@ 15.00 
3.50@ 
17.00@ 28.00 


16.50@ 18.00 
4.00@ 4.60 


16.00@ 
6.75@ 9.00 


DERIVATIVES AND CHEMICALS 


Acetaldehyde 50%, 
Acetophenone 
Acetyl Iso-eugeno! 
Alcohol C 8 

C9 

C 10 

Cc il 

C12 
Aldehyde C 8 

C9 

C10 


The 


2.00@ 
1.25@ 2.00 
750@ 8.00 
16.00@ 20.00 
26.00@ 40.00 
21.00@ 28.00 
20.00@ 25.00 
14.00@ 25.00 
30.00@ 
45.00@ 70.00 
42.00@ 60.00 


{merican Perfumer 












Cc ill 
C12 
C 14 (so-called) 

C 16 (so-ca'led) 

Amyl Acetate 

Amyl Butyrate 

Amy! Cinnamate 

Amy! Cinnamic Aldehyde 

Amyl Formate 

Amy Penyl Acetate 

Amy! Salicylate 

Amy! Valerate 

Anethol 

Anisic Aldehyde 


Benzalydehyde, U. S. P. 
& &. €. 
Benzophenone 
Benzyl Acetate 
Benzyl Alcohol 
Benzyl Benzoate 
Benzyl Butyrate 
Benzyl Cinnamate 
Benzyl Formate 
Benzyl Iso-eugenol 
Benzylidenacetone 
Borneol 
Bornyl Acetate 
Bromstyrol 
Butyl Acetate 
Butyl Propionate 
Butyraldehyde 


Carvene 

Carvol 

Cinnamic Acid 
Cinnamic Alcohol 
Cinnamic Aldehyde 
Cinnamyl Acetate 
Cinnamyl Butyrate 
Cinnamyl Formate 
Citral C. P. 
Citronellal 
Citronellol 
Citrone'lyl Acetate 
Coumarin 

Cuminic Aldehyde 


Dibutylphthalate 
Diethylphthalate 
Dimethyl Anthranilate 
Dimethyl Hydroquinone 
Dimethylphthalate 
Diphenlymethane 
Diphenyloxide 


Ethyl Acetate 
Ethyl Anthranilate 
Ethyl Benzoate 
Ethyl Butyrate 
Ethyl Cinnamate 
Ethyl Formate 
Ethyl Propionate 
Ethyl Salicylate 
Ethyl Vanillin 
Eucalyptol 
Eugenol 
































































Geraniol, dom. 

Geranyl Acetate 
Geranyl Butyrate 
Geranyl Formate 








Heliotropin, dom. 
foreign 

Hydratopic Al'hyde 

Hydroxycitronellal 


Indo, C. P. 
Iso-borneol 
Iso-butyl Acetate 
Iso-butyl Benzoate 
lso-butyl Salicylate 
Iso-eugenol 
Iso-safrol 








(oz.) 











Linalool 

Linalyl Acetate 90% 
Lina'yl Anthranilate 
Linalyl Benzoate 
Linalyl Formate 
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$33.00@$50.00 


28.00@ 
13.00@ 
13.00@ 
15@ 
1.05@ 
2.50@ 
3.90@ 
1.60@ 
3.00@ 
.0@ 
2.00@ 
1.10@ 
3.00@ 


1.30@ 
1.55@ 
1.45@ 
.10@ 
.5@ 
1.00@ 
5.50@ 
7.15@ 
3.50@ 
15.00@ 
2.50@ 
1.75@ 
1.50@ 
4.75@ 
.60@ 
2.00@ 
12.00@ 


1.15S@ 
4.00@ 
4.00@ 
3.40@ 
1.65@ 
8.00@ 
12.00@ 
13.00@ 
1.9@ 
1.25@ 
1.95@ 
3.50@ 
3.25@ 
40.00@ 


29@ 
32@ 
7.00@ 
2.65@ 
50@ 
1.75@ 
1.20@ 


30@ 
6.50@ 
1.20@ 
1.00@ 
3.50@ 
1.00@ 
1.40@ 
1.15@ 

15.00@ 

55@ 

2.00@ 


1.00@ 
2.00@ 
6.00@ 
5.00@ 


2.20@ 
2.35@ 
25.00@ 
2.90@ 


2.10@ 
2.30@ 
2.65@ 
2.75@ 
3.00@ 
3.50@ 
2.00@ 


2.10@ 
2.30@ 
15.00@ 
10.50@ 
9.00@ 


34.00 


1.00 
1.25 


4.00 
1.90 
4.00 


2.40 
1.20 
3.25 


1.90 
1.75 

85 
1.25 
1.80 
6.25 
9.00 


18.00 
4.00 
2.00 
5.50 
5.25 


4.25 


2.25 
12.00 
14.00 


2.75 
2.00 
2.65 
5.00 
3.50 
62.00 


35 
37 
8.50 
3.75 
-60 
2.45 


-50 
8.50 
1.75 


4.00 
1.25 
2.50 
2.50 
20.00 
1.00 
3.00 


3.00 
3.00 
8.00 
7.00 


2.65 
2.50 
27.50 
7.50 


4.50 


3.25 
6.00 
4.00 


4.75 
3.50 


12.00 


Menthol, Japan $3.25@ 
Synthetic 2.25@ 
Methyl Acetophenone 1.25@ 
Methyl Anthranilate 2.25@ 
Methyl Benzoate 1.00@ 
Methyl Cinnamate 3.65@ 
Methyl Eugenol 2.970@ 
Methyl Heptenone 3.00@ 
Methyl Heptine C'b 25.00@ 
Methyl Iso-eugenol 7.50@ 
Methyl Octine Carb. 24.00@ 
Methyl! Peracresol 4.00@ 
Methyl Phenylacetate 2.30@ 
Methyl Salicylate 42@ 
Musk Ambrette 4.45@ 
Ketone 4.70@ 
Xylene 1.40@ 
Nerolin (ethyl ester) 1.50@ 
Nitrobenzol 15@ 
Nonyl Acetate 46.00@ 
Octyl Acetate 35.00@ 
Paracresol Acetate 4.00@ 
Paracresol Methyl Ether 3.25@ 
Paracresol Phenyl-Acetate 10.00@ 
Para Cymene (gal.) 1.25@ 
Phenylacetaldehyde 50%, 5.00@ 
100% 8.00@ 
Phenylacetic Acid 2.25@ 
Phenylethyl Acetate 3.50@ 
Phenylethyl Alcohol 3.00@ 
Phenylethyl Anthranilate 16.00@ 
Phenylethyl Butyrate 8.50@ 
Phenylethyl Format: 12.50@ 
Phenylethyl Propionate 9.50@ 
Phenylethyl Val'rate 16.00@ 
Phenylpropyl Acet. 8.00@ 
Phenylpropyl Alcohol 4.50@ 
Phenylpropyl Aldehyde 8.00@ 
Rhodinol 11.00@ 
Safrol 56@ 
Santalyl Acetate 22.50@ 
Skatol C. P. (oz.) 7.00@ 
Styralyl Acetate 15.00@ 
Styralyl Alcohol 20.00@ 
Terpenyl Acetate 1.00@ 
Terpineol, C. P. .23@ 
Thymene 45@ 
Thymol 1.55@ 
Vanillin (clove oil} 3.75@ 
(guaiacol) 3.65@ 
Vetiveryl Acetate 30.00@ 
Violet Ketone Alpha 5.00@ 
Beta 5.50@ 
Methyl 5.25@ 
Yara Yara (methyl ester) 1.50@ 
BEANS 
Tonka Beans, Para 1.25@ 
Angostura 2.50@ 
Vanilla Beans 
Mexican, whole 3.00@ 
Mexican, cut 2.80@ 
Bourbon, whole 3.25@ 
South American 2.75@ 
SUNDRIES AND DRUGS 
Acetone .08@ 
Alcohol, 190-pf. gal. 4.29@ 
Almond meal 21@ 
Alum, potash 0344@ 
Aluminum chloride 10@ 
Ambergris, ounce 25.00@ 
Balsam, Copaiba .20@ 
Fir, Canada, gal. 9.50@ 
Oregon 1.00@ 
Peru 1.10@ 
Tolu 57@ 
Beeswax, white 36@ 
yellow 30@ 


$3.40 
3.09 
2.00 
3.00 
1.75 


6.75 
5.00 
28.00 
12.50 
32.00 
6.00 
3.09 
-50 
4.60 
4.85 
1.55 


1.75 


48.00 
40.00 


5.50 
4.50 
18.00 
1.65 
7.00 
10.00 


6.75 
4.25 


16.00 
18.00 


11.00 


12.00 
20.00 
70 


10.00 
18.00 


1.50 
38 


1.65 
3.85 


38.00 
10.00 
8.00 
8.00 


1.75 


3.75 
3.00 
3.75 
3.00 


10 
4.30 


250 


.03'/, 


35.00 
22 


12.00 
1.25 
1.25 

-60 
38 
32 


Bismuth sub-nitrate $1.35@ $1.40 
Boric Acid, ton 125.00@140.C0 
Calamine 16@ = .20 
Calcium, phosphate 08@ .08%, 
Phosphate, tri-basic A3@ = 15 
sulphate 03%@ .04 
Camphor 55@  .60 
Cardamom seed 1.15@ 1.50 
Castoreum 16.50@ 18.00 
Cetyl Alcohol 715@ 1.50 
Pure 1.90@ 2.15 
Chalk, precip. 03'L@ .06!/,, 
Cherry laurel water, gal. 1.25@ 
Citric acid 26@ .26!/ 
Civet, ounce 4.00@ 4.50 
Clay, Colloidal 03@ .03'/, 
Cocoa butter 15@ .15' 
Fatty Acids (See Next Page) 
Formaldehyde 06@ .06!/, 
Formic Acid 12@ = .16 
Fuller's Earth, ton 16.00@ 30.00 
Guarana 75@ 1.25 
Gum Arabic, white 27@ ~~ -.30 
Amber HOL@ 11% 
Gum Benzoin, Siam 1.15@ 1.45 
Sumatra 18@ 20 
Gum galbanum 0@ 1.05 
Gum myrrh 42@ = .45 
Henna, powd. 12@ 18 
Hydrogen peroxide 05@ .08 
Kaolin 06@ .08 
Labdanum 3.50@ 5.50 
Lanolin, hydrous 8@ .22 
anhydrous 20@ .24 
Lavender flowers 40@ 1.00 
Magnesium, Carbonate 06%@ .07'/, 
Stearate 19@ = -.25 
Sulfate 02'  .03 
Musk, ounce 15.00@ 25.00 
Oils, Vegetable (See Next Page) 
Olibanum, tears 14@ 30 
siftings 0@ .14 
Orange flower water, aal. 1.50@ 
Orange flowers 30@ .90 
Orris root, powd. 20@ .75 
Paraffin 044,@ 07 
Patchouli leaves 16@ = .20 
Petrolatum, white 07@ I! 
Phenol 16@ = .20 
Potassium, Carbonate 13@ = .16 
Hydroxide 07'4@ 
Quince seed 50@ 1.00 
Reseda flowers 1.50@ 1.65 
Rhubarb root, powd. 35@ .40 
Rice starch A2@ 15 
Rose leaves, red 1.80@ 2.00 
Rose water, gal. 1.25@ 
Salicylic acid 40@ 45 
Sandalwood Chips 45@ = 50 
Saponin 1.75@ 
Soap, neutral white 19@ ~~—.23 
Sod‘um, Carb. Crys. 01%4@ 02! 
Phosphate, Tribasic 02'24@ .04 
Spermaceti 25@ .28 
Styrax 40@ 3.25 
Sulfur, precip. !7@ ~~ 20 
Tartaric acid 27@ ~=.30 
Titanium oxide 22@ = .25 
Tragacanth, No. | 1.60@ 1.75 
Triethanolamine 45@ =-.50 
Venice turpentine, qal. 45@ 52 
Vetivert root 30@ 
Violet flowers @ 1.15 
Zine peroxide 1.10@ 1.75 
Oxide 132@ «15 
Stearate 21@  .28 





With but few exceptions, price move- 
ments in essential oils were in an up- 
ward direction. Those oils which are 
manufactured in this country were 
strong. The strength was due to the 
drouth and heat in the growing areas. 
In most instances country prices equaled 
spot quotations and were backed usual- 
ly by only occasional small offerings. 

It is unlikely that any unusual activ- 
ity will develop in mint oils until the 
crops are actually in and the yield of 
oil is known. Demand for erigeron was 
quiet, but stocks were small and prac- 
tically no production is expected this 
year, according to reports current about 
the trade. Spruce and hemlock shared 
in the strength of the other oils. Dealers 


complained that very little oil was com- 
ing through from the country. 

Although trade in citrus oils slack- 
ened off somewhat, the general tendency 
of prices continued in an upward direc- 
tion. Imported oils of quality were sell- 
ing on spot at a leve! which was very 
close to replacement costs. California 
lemon and orange registered substantial 
advances. 

Some of the Spanish oils were attract- 
ing more attention. Conditions brought 
about by the civil war were anything but 
favorable for commerce. Demand for 
floral oils showed signs of improving 


with dealers pointing to a more active 


inquiry for the account of the toilet 
goods trade and perfumers who will in 


the near future begin to make prepara- 
tions for fall. 

\ good tone prevailed in aromati: 
chemicals. Buying for the account of 
the disinfectant and insecticide trades is 
subsiding but consumers in many othe: 
lines are beginning to look around more 
freely. 

Drugs, chemicals and sundries were 
featured by a number of interesting 
price movements. No offerings of gum 
tragacanth were coming through from 
Iran because of the recent activities of 
a monopoly there, and as a result spot 
prices were sharply higher. Glycerine 
was strong. Leading producers an- 
nounced an advance of a full cent a 
pound, but this failed to have the slight- 
est influence on the general position of 
the market which was said to be entirely 
nominal owing to a shortage. In an ef- 
fort to encourage a broader consump- 
tion, makers of citric acid reduced quo- 
tations a cent a pound. 


PRICES OF SOAP MATERIALS 


TALLOW AND GREASE 
$0.06'/, @ 


Tallow, N. Y. C. extra 
Edible 
Fancy 

Grease white 
House 
Yellow 


Lard 


FATTY ACIDS 

Coconut Oil, 98°/, Saponifiable, tanks 
Corn Oil, 95°, T.F.A. barrels 
Red Oil, distilled, tanks 

White, drums 
Stearic Acid, single pressed, c.l. 
Double pressed 

Saponified 
Triple pressed 

Saponified 


SOAP MAKING OILS 


Castor No. |, tanks 
No. 3, tanks 
Coconut, Manila Grade, tanks 
Corn, crude, Midwest miil, tanks 
Cotton, crude, Southeast, tanks 
Refined 
Lard, common No. |, barrels 
Olive, denatured, max. 5°/, F.F.A 
bbls., gal. 
Foots, Prime, green, barrels 
Palm, softs, max. 20°/, F.F.A., drums 
Niger, casks 
Palm, Kernel, tanks 
Peanut, crude, barrels 
Refined, barrels 
Soya beans, max. 2°/, F.F.A. Midwest 
mill tanks 


92 


.071/, Nominal Refined, barrels 
08!/, 
05% 


0534 


@ 
@ 
@ 
iy 
iC) 


Soap, lye 


@QQOOQODOOOO® 


Acid, muriatic, 18 
Sulfuric, 60°, ton 
66°, ton 


Nominal 


AI, 


92°, 
Salt, works, ton 


1.00 


Q®DOD OOO OOO 


Nominal 100 pounds 
Nominal 


13 


Zine oxide 


Tallow, acidless, barrels 
Whale, Crude No. |, Coast, tanks 


Chemically pure, drums extra 
Dynamite, drums included 
Saponification, drums 


, 100 pounds 


Borax, crystals, carlot, ton 

Cyclohexanol (Hexalin) 

Naphtha, cleaners, tank cars 

Potassium carbonate, 80@85°%/, 
Hydroxide (Caustic potash) 88@ 


Sodium carbonate (Soda ash) 58°/, 
light, 100 pounds 
Hydroxide (Caustic soda) 76°/, Solid, 


Silicate 40°, drums, works, 100 pounds 
Sulfate, anhydrous 
Phosphate, tri-basic 


09/4 @ 
041/, 


07, @ 07% 


GLYCERINE 

16 
Nominal 
Nominal 
Nominal 


15, @ 


A5I/, 
14 


13 
ROSIN 


Barrels of 280 pounds 


$6.25 
6.75 
6.85 
7.15 GC. 
7.22, WW. 
7.25 X 
7.25 Wood 


CHEMICALS 


$7.25 
7.27'/, 
7.30 
7.50 
8.00 
8.10 
7.15 


$1.00 
11.00 
15.50 
42.00 
.30 
05 
07 


w 
a 
o 


O74 
11.50 


1.23 


2.60 
80 
02", 
02'/, 
O51 /, 
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MODERN 


DURABLE 


PRECISE 


UNIFORM 


COLORFUL 


TURNER WHITE METAL CO.), inc. 


New Brunswick + New Jersey 





“Conventienee”’ Closures 


that Promote Sales 


pen is probably no easier way 
to win profitable repeat business 
on many types of products than by 
giving packages the asset of con- 
venience to the user. When you give 
them distinctive eye-appeal, in addi- 
tion, you promote both initial and 
repeat sales. 

These are the advantages which 
Bakelite Molded closures now make 
readily available to manufacturers 
of a growing variety of cosmetics, 
pharmaceuticals and toilet prepara- 
lustre and rich 


tions. Their fine 


colors enhance the appearance of 
any package. Obtainable with brush, 
sponge or rod applicators,with built- 
in droppers, or specially-designed 
utility features, they provide con- 
venience that means much in hold- 


ing customers. 


Dropper and Brush Applicator Closures of Bakelite Molded by Anchor Cap & Closure Corp. 


Bakelite Molded closures are avail- 
able in a variety of standard pat- 
terns, either plain or convenience 
types, and in a selection of attractive 
colors. They may be made in practi- 
cally any special form or design, with 
trade-marks embossed, if desired. In 


Bakelite Molded Ejector and Sponge Applicator Closures. all. quality appearance, cleanability 


BAR ELIT E CORaz PORATION, 247 PARK AVE 


BAKELITE CORPORATION oO! CANADA, LIMITED 163 


BA KE 


WThe registered Wrage marks shows ebere Gereged wererie 


Dufferin 


Street, 


and ease of removal and replace- 
ment are characteristic features. 

It will pay manufacturers and 
package designers to learn the full 
possibilities of Bakelite Molded 
closures. Write for our illustrated 
booklet 6C,“Restyling the Container 


to Increase Sales” 


NUE, NEW 71OR8 &, N..%. 


Toronto, Ontario, Canada 
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This entire page is a paid advertisement. 
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ETHYL ALCOHOL PRODUCTION 


130, 


Patil 4 
aah TTT CT ae 


via 


100) 


(moving twelve-month averages, 1935 = 100) 
ETHYL ALCOHOL 

Production 1936 1935 
1000 Jan.-May 66,310 64,927 
proof May 14,537 15,791 
gals. April 11,948 14,235 

Withdrawals an 
1000 Jan.-May 63,941 57,267 
proof May 15,165 11,723 
gals. April 12,656 10,886 


MAY ALCOHOL FIGURES REACH 
HIGH POINT FOR YEAR 1936 


Increased Withdrawals Reflect Indus- 
trial Activity 

Production and withdrawals of ethyl 
alcohol increased during May to reach 
high points for 1936. Increased produc- 
tion is, in part, to provide stocks for win- 
ter anti-freeze requirements. Greater 
withdrawals doubtless are a reflection of 
the general increase in industrial activ- 
ity which has taken place throughout the 
country. 

May, 1936, production amounted to 
14,537,000 proof gallons (7,268,500 wine 
gallons). While this figure is high for 
1936, it is somewhat below the figure for 
May, 1935—15,791,000 proof gallons. 

Withdrawals of ethyl alcohol from 
bonded warehouses were in the amount 
of 15,165,000 proof gallons (7,582.500 
wine gallons) in May, 1936, showing a 
good increase over the previous year 
when withdrawals reached only 11,723,- 
000 proof gallons in May. 


NAIL POLISH PLASTICIZERS 


Plasticizers impart the qualities of 
Hlexibility and extensibility to nitrocellu- 
lose lacquer nail polishes, and thus con- 
tribute to proper adhesion. Success in 
obtaining a high grade product having 
these desired characteristics depends, 
however, on the proper selection and 
blending of plasticizers. 

Since the plasticizer remains in con- 
tact with the surface of the nail and does 
not evaporate, as do solvents, it must be 
neutral and passive. It must not act 
upon or discolor the nail, and must with- 
stand the materials with which the hands 
normally come in contact. 

The liquid plasticizers, dibutyl phtha- 
late and diamy! phthalate, are in most 
general use, supplemented by solid plas- 
ticizers such as camphor and certain syn- 
thetic resins. 


(Continucd on next page) 





' POSSIBILITY OF GREATLY BROADENING THE 
MARKET FOR HAIR TONICS IS FORESEEN 


Continued Improvement in Therapeutic Value and Special Appeal 
to Masculine Tastes Stressed 








Hair tonic is the type of product which can be sold to an extremely broad 
market, providing it meets the needs of consumers and is adequately pro- 
moted through advertising. One authority believes that sales can be increased 


ALCOHOL FOR CERTAIN INDUSTRIAL 
PURPOSES TAXED IN KENTUCKY 


ipplies on Alcohol for Hospitals. Drugs 


A law imposing a tax of $1.04 on each 
wine gallon of spirits recently became 
effective in the State of Kentucky. The 
tax is held to apply to alcoholic beverages 
and may apply to all alcohol for indus- 
trial purposes with the exception of 
methanol and denatured alcohol. Since 
hospitals use large quantities of pure 
alcohol, this law may work particular 
hardship on them; educational institu- 
tions maintaining laboratories may also 
be compelled to pay the tax on purchases 
of alcohol. Furthermore, the cost of 
many drugs and medicinal preparations 
made with alcohol may be higher if the 
law does apply. 

The law, entitled “An Act relating to 
revenue and taxation on the sale and dis- 
tribution of alcoholic beverages,’ appar- 
ently was not intended to apply to indus- 
trial alcohol. 

It is urged that all users of pure alco- 
hol for industrial purposes in the State 
of Kentucky protest to the Commissioner 
ot Revenue, the Attorney-General and 
their legislators, showing the nature of 
the hardship caused. 


Plastic re-surfacing conveyor belt 


ed with a new rubbe ateria Ap 


100 with properly directed efforts. 
While better tonics for the treatment of 
the common ailments of the scalp and 
hair are being developed and made more 
appealing to users, continued progress 
will unquestionably result in an even 
broader and more profitable market. 


Therapeutic Tonics 

An extension of this market may in- 
volve the development of new formulas 
which will have greater therapeutic 
value than older ones. Tonics can be 
formulated with particular regard to the 
physiological conditions of the body 
which affect hair. Tonics which have 
the combined properties of cleansing and 
stimulating the scalp will probably al- 
Ways deserve their places in the market, 
and those preparations which are used 
tor grooming the hair will undoubtedly 
become more popular. Advertising has 
greatly increased the sale of many prod- 
ucts designed to improve appearance, 
and should continue to do so. 

New preparations and many tonics in 
current use can be utilized to preserve 
the hair and to stimulate its growth, but 
none can restore hair which has fallen 
out. Once the hair follicles are dead, a 
new growth cannot be induced, but when 
they are dormant, a tonic can help to 
stimulate growth. Tonie should be used 
to keep the sealp in good condition, and 
should be considered a preventive appli- 
cation. 

The use of hair tonic has been increas- 
ing steadily for many years, and con- 
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Courtesy 


of “The Glass Packer” and the Bristol-Myers Company 


HAIR TONIC is bottled by automatic machinery in this large modern plant. One of the best 
known brands of tonic is prepared for the market here. 


Prepared Monthly by the U. S. Industrial Alcohol Co. 


ADVERTISEMENT--This 


Avucust * 


NEW T.D.’s SINCE JUNE 


All persons concerned with pure ethyl 
alcohol should direct their attention to 
the new Treasury Decisions which have 
been made recently. 

Manufacturing, warehousing, with- 
drawal. sale and use of pure alcohol have 
been affected by the new T. D.’s issued 
since June. All have been promulgated 
under the Liquor Law Enforcement Act 
of 1936, approved June 25, 1936, and the 
Liquor Tax Administration Act, ap- 
proved June 26, 1936. 


MARKET FOR HAIR TONICS 


(¢ ’ d from p y page) 


sumption now amounts to several hun- 
dreds of thousands of gallons annually. 
Sales promotion and advertising can 
make this volume still larger. It should 
be possible to increase the consumption 
by younger men; boys can use it to a 
greater extent to keep hair in place. 
Hundreds of formulas have been tried. 
and doubtless many improvements have 
resulted from experiments. Although 
most tonics are a combination of a num- 
ber of materials, several principal types 
may be mentioned. Today tonics with 
the following principal components are 
popular: quinine, castor oil, petroleum 
derivatives, bay rum, and cholesterin. 
These materials are often used together 
in varying proportions and with many 
other items such as glycerin, capsicum 
tincture, ete. In practically all formulas 
alcohol is an essential ingredient. 


Importance of Alcohol 


Alcohol is a part of most tonic formu- 
las because it has multiple advantages 
not met by any other material. Alcohol 
combines well with the other ingredients 
used in the formulation, and has valu- 
able properties in itself. It is a good 
solvent of the excretions of the glands 
of the scalp, and therefore acts as an 
excellent cleansing agent. At the same 
time, alcohol has a marked stimulating 
action. This is valuable, for it serves to 
invigorate the glands of the scalp. Al- 
cohol is excellent as an antiseptic, is cool- 
ing, and pleasant in effect. Almost all 
tonics are perfumed, and alcohol helps 
here too because the perfume essences 
are dissolved and diffused by the action 
of alcohol. 

Perfuming Tonics 

Hair tonics have been perfumed al- 
most from their “beginning,” and the 
“Barber Shop Rose” is known too well 
by many. Barber supply houses are 
gradually getting away from this odor, 
and are substituting floral bouquets. 


U.5.1Nb 


ALCOHOL FOR HAIR TONICS 
OFFERED BY U.S.I. | 


The Specially Denatured Alcohol 
used in the preparations of some of 
the best known brands of hair tonic 
is supplied by the U. S. Industrial 
Alcohol Co. 

The S. D. formulas authorized for 
this use are manufactured by U.S. I. 
in rigid conformity with Govern- 
ment specifications, and are made | 
with a uniform high grade of ethyl] 
alcohol. 

These formulas for “Barber's sup- 

| ply preparations” are available to | 
qualified purchasers. Composition is | 

| given below : 


S. D. Formula No. 39 
To 100 gallons of ethy! alcohol add: 
% pounds sodium salicylate, U.S.P. 
or 

% pounds salicylic acid 

1's gallons fluid” extract 
U.S.P. 

%% gallon of denaturing grade tertiary 
butyl alcohol 


quassia, 


S. D. Formula No. 39A 


To 100 gallons of ethyl! alcohol add 

60 ounces of any one of the following 
U.S.P. alkaloids or salts: 
quinine, quinine bisulphate, 
nine hydrochloride, cinchonidine, | 
or cinchonidine sulphate 

‘1. gallon of denaturing grade tertiary 
butyl aleohol 


S. D. Formula No, 39B 


To 100 gallons of ethyl alcohol add 


qui- 


'» gallons diethyl phthalate and 
's gallon of denaturing grade tertiary 
butyl alcohol 


Whatever odor is employed, very little of 
it is necessary, for odors are stubbornly 
retained by the hair. 

It has been suggested that the popu- 
larity and sale of tonics can be materially 
increased by the use of mild odors which 
have a definite masculine appeal. 

A more exact adaption of present day 
tonics to the needs of consumers, coupled 
with adequate promotion plans, can per- 
haps tremendously increase the scope of 
the market. 


POLISH PLASTICIZER 


cceding 


NAIL 


( ned from pi “ige) 


Blending of these two types of plasti- 
cizers is often done to obtain a polish 
which will have sufficient flexibility, good 
adhesive qualities, and will be durable 
enough to withstand reasonable wear. 


USTRIAL AL 


ETHYL ALCOHOL 


ALCOHOL NEWS 


TECHNICAL DEVELOPMENTS 


i“ this column are gathered 
4 varied Furthei 


mau be obtained by writing to U.S. 1. 


infor- 


SOUPCERS, 


A new series of floral essences is being offered 
to the trade. The materials are said to have 
the cooling and refreshing effect of eau de 
cologne, and can be used for perfuming lo- 
tions and creams, as well as for a new and 
different type of cologne. Products intended 
to have masculine appeal can be perfumed 
with the new odors. 


Dispensing of light or viscous liquids or heavy 
oils may be accomplished with pressure 
equipment of improved design. The contain- 
ers are placed under a sealed dome and a de- 
livery hose, a gauge and air and dispensing 
valves are included in the assembly. Several 
available for various capacity 


S1Zes 


are 
drums. 
Rotary tablet presses of new design have been 
placed in operation in a number of plants. 
The principal feature is an indicator ygradu- 
ated by tablet diameter to facilitate setting 
the machine. An anti-capping device enables 
machine output to be stepped up. 


Intense black can be imparted to mascara. 
lozenges, cough, drops, tlavored medicinals, 
etc., by the use of a new colloidal carbon in- 
tensified with vegetable and aniline food 
colors. It is claimed that most intense blacks 
are secured and grittiness and other dith- 
culties are eliminated 


New dispersing agents, known as polymerized 
organic salts of sulphonic acids of the alkyl- 
aryl type, have been placed on the market. 
It is claimed that they are true dispersing 
agents whose functions are to disperse and 
keep dispersed in aqueous environment finely 
divided solids or small globules of liquids. 


Single dose packages for medicines or cos- 
metic products are now being marketed 
These single-application containers, in the 
form of a collapsible tube, are reported to be 
particularly valuable to insure against sub- 
stitution. Containers are unbreakable, mois- 
ture proof, and small enough to be carried 
easily 


A new adhesive for use on transparent cellu- 
lose wrapping is available. It is claimed that 
the adhesive is not affected by weather condi- 
tions, and it can be used in labeling or sealing 
machines or can be applied by spraying or 
brushing. Freedom from odor makes it use- 
ful for packaging food products. 


A new cosmetic cream for softening and 
smoothing the skin has been made by add- 
ing fresh albumen to a solution of ethyl 
alcohol and water. A small amount of aro- 
matic essence is added to the preparation. 
The process for preparing the product. is 
covered by a U.S, Patent. 


COHOL CO. 


WORLD’S LARGEST PRODUCERS OF INDUSTRIAL ALCOHOL 


COMPLETELY DENATURED-A// Formulas ee anunyprous-Denatured e ansovutre-Pure 
U. 8.1. Pyro Brand DENATURED ALCOHOL ¢ SUPER PYRO Anti-Freeze 
PURE (190 PROOF) TAX PAID—TAX FREE 


U. S. L—U. S. P.-Ethyl © WEBB'S-Ethy/ 
Executive Offices: 00 East 42nd Street, New York, N.Y. Branches in all Principal Cities. 


pDENATURED-A//l Formulas ¢ 
SOLOX -The General Solvent ¢ 


SPECIALLY 





SHAMPOO 
BASE SOAPS 


Coconut Oil—60% Anhydrous 
All Colors 


Olive Oil—60% Anhydrous 
Natural Only 


Coconut Oil—S50% Anhydrous 
All Colors 


LIQUID 
SHAMPOOS 


Coconut Oil — 30-35-40-45% 
All Colors—Perfumed 


Olive Oil—Natural Only 


80% Pure Olive Oil 
20% Coconut Oil 


Castile Soap—Natural Only 
Made from U. S. P. Castile Soap 


BAR SOAPS 
Castile U.S. P. 
Coco-Castile 50-50% 


Pure Coconut 


POWDERED and 
GRANULATED 
Castile U.S. P. 
Coco-Castile 50-50% 


Pure Coconut 


0,08 oOo 
DAN CUMGERLANO 6-2800 


ANICH SOAP 


54-60 RICHARDS ST. BROOKLYN, N.Y. 


O 
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for the following — 


TURTLE OIL 
(Regular & Refined) 
ESSENTIAL OILS 
AROMATIC CHEMICALS 
NATURAL FLOWER OILS 
SYNTHETIC FLOWER OILS 
MODERN AND DISTINCTIVE 
PERFUME BASICS 
DISTINCTIVE and CHARACTERISTIC 
FLAVOR OILS 
PERFUMERS' TINCTURES 
FIXATIVES (FOR PERFUMERS) 
RESINOIDS 
TERPENELESS and 
EXTRA CONCENTRATED ESSENTIAL OILS 
FLORAL WATERS OLEO RESINS 
FRUIT ESTERS BALSAMS and GUMS 
Beautiful COLORS of proven merit 
? 


YOU owe it to yourself to investigate our com- 
plete line. We also have the facilities to render 
you an unusual service, whether it be a problem 
in fixation, an outstanding odeur, a delectable 
flavor or a sparkling color. 

DUVAL leaves nothing to chance. A Duval label 
is your guarantee of a dependable product. You 
will find that it will pay you to buy products 
bearing our quality mark. 

WRITE us for samples—Compare them point-for- 
point, price against price. 

Uniformity at all times guaranteed 
STuyvesant 9-226] 


UE 


121-123 East 24th St., New York 








on the ground 





OI MONIES 


Another example of constructive editorial 
pioneering and sensible perspective 


| E KEEPING with our editorial policy of searching out and re- 
porting significant trends, The American Perfumer published 
the first accounts of the use of vitamins and hormones in cos- 
metics to appear in America. As long ago as 1931, these mate- 
rials were given careful and scientific treatment in our pages— 
in articles prepared by competent authorities and researchers in 
the field. Dr. Fred Winter, perhaps the pioneer, and certainly 
the foremost worker on vitamins and hormones from the cos- 
metic angle, wrote exhaustively in the Perfumer on this subject 
in the early days. 


INCE then every real advance in this branch of the science has 
been reported and accurately covered in the Perfumer. At the 
moment Dr. Winter, after years of additional research, is bring- 


keeping our feet 


ing the subject down to date. Other eminent scientists are also 
working on the same subject for this magazine. 
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§ HUS, while we pioneered the field in America, we did so and will 


continue to do so with our feet on the ground — consistently 


refusing to be taken in by exaggerated or flamboyant accounts. 
It is only in this way that we can safeguard the present and 
future of this industry and keep faith with our readers—who 
have come to depend on The American Perfumer for accurate 
and authoritative news and information. 


oc service to the industry it serves is, we believe honestly, the 
only justification a publication has for its existence. So we will 
continue with this policy of sticking to facts. ... Perhaps you’ve a 
message you'd like to tell to the men who really control purchases 


in this active industry. If so, say the word! 


The © 
AMERICAN PERFUMER 


COSMETICS ¢ TOILET PREPARATIONS é 
A Robbins Publication 9 East 38th Street, New York, N. Y. 


THE AMERICAN PERFUMER (the only 
publication devoted EXCLUSIVELY to the problems of merchan- 
dising and manufacturing of Cosmetics and Toilet Preparations) 
makes every effort to present information truthfully—stripped of 
propaganda and free-puff publicity. It also gives readers more 
than just the superficial news of the industry. It analyzes and 
interprets all developments in terms of present use and future 
possibilities. This policy has created unusual reader-dependence 
on both its editorial and advertising pages. Ask for rate card! 
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PRESERVATIVES for COSMETICS 


As preservatives, we offer the esters of parahydroxy- 
benzoic acid, of which our Tegosept M is the methyl ester 
and Tegosept P the propy] ester. 


Tegosept M is recommended for gum and quince lotions 
and all greaseless products. 


Tegosept P is best suited for creams and all preparations 
containing oils. 


Made in the U. S. A. 


tr. GOLDSCHMIDT corr. 


147 WAVERLY PLACE © NEW YORK 





2260 E. I5th St., Los Angeles 2 245 Union Blvd., St. Louis « 325 W. Huron St., Chicago * 80 Boylston St., Boston 


Sl esccineneenneietneneaseetitnmemcnastinatiuitinaniantemingiinsiinmipiaiiainmimel 


LA PARFUMERIE MODERNE 


A Monthly Review Devoted To The 


Perfumery And Allied Industries 


FOUNDED 
-— IN 1908 - : ; 
La Parfumerie Moderne publishes the most com- 


| plete Technical and Practical Articles on Essential 
| Oils and Synthetics and their uses in Perfumery, 
Soaps, Drugs, etc. 


articles in English and Spanish. 


SEND FOR SPECIMEN TO THE PUBLISHER 


| La Parfumerie Moderne publishes its principal 
LA PARFUMERIE MODERNE, 15 rue Constant, Lyon 3° (France) 


100 The American Perfumer 






































A aaa 


But the Last Place in the World 
You Want YOUR Product to Be 


There’s a spot like this in every store. Usually it’s 








down at the bottom of the show-case or off in a corner. 
A quiet, cozy, peaceful little nook that few people 
see — where few people go — where the products 
that “move too slowly” are kept. 

Let Ritchie help you to keep YOUR product out 
where people can see it — reach for it — out where 
the sales are made. A Ritchie designed package gives 
your product real display value. It helps to secure 
dealer cooperation — prompts consumer demand! 


WRITE FOR THIS BOOKLET 
It will give you a new appreciation 


of modern packaging, and new 


ideas about point-of-sale merchan 


dising. It discusses clearly the im 
portant factors of modern package 
design: and tells vou how you can 
take advantage of Ritchie's unusual 


designing facilities. 


W. ©. RITCHIE ano COMPANY 
8845 BALTIMORE AVENUE, CHICAGO 


New York Philadelphia Detroit Minneapolis 
Cincinnati Los Angeles St. Louis Ft. Wayne 
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Quality! 


Our experience of over a third 
of a century in specializing in 
the manufacture of aromatics of 
the highest type is reflected 
in the quality of the following 
products. They have met with 
the acceptance of the most 
critical users of perfuming mate- 
rials. It will pay you to examine 


them. 


Rhodinoi H. P. 
Geraniol H. P. 


Citronellol 


Linalool Extra 
Citral C. P. 
Amy Salicylate 


Samples and quotations will 
be sent promptly upon request 


VAN DYK & CO. 


AROMATICS 


Executive Offices and Works: 


57 Wilkinson Ave., Jersey Gty, N. J. 


BASIC 


MST LLING 


SIREN 


In the preparation of Bath Crys- 
tals, is all your perfuming and 
dyeing serving only to lift an 
interior base into the ''passing’’ 
class? Or is it imparting the final 
sales-witchery to a base that 
comes into your plant possessing 
all the elements of success? 


Bath Crystals that women buy 
start with a base that puts selling 
punch in the finished product. 
The unique successes of certain 
Bath Crystal producers indicate 
that SOLVAY Snowflake is just 
that kind of base. 


A note to Department B-4 will 
bring you, in detail, the whys and 
wherefores of Snowflake's amen- 
ability to perfuming and tinting 
processes . . . and its winning 
ways with women. 


OLY. y ARTHUR A. STILWELL & CO. 


SNOWFLAKE CRYSTALS 


SOLVAY SALES CORPORATION 
Alkalies and Chemical Products Manufactured by 
The Solvay Process Company 


40 Rector Street New York 


ESSENTIAL OILS 


we have been supplying the 


careful buyer 


for three score years: 


Oil Bay 
“Bois de Rose Brazilian 

Cassia Redistilled U.S. P. 
Cananga Rectified 
Geranium African 
Geranium Bourbon 
Lemon Italian 
Orange Italian 
Peppermint Natural 


Peppermint Redistilled 


Vanilla Beans 


We carry complete stocks of the various 
qualities, and will be happy to submit 
samples and quotations at your request. 


Tonka Beans 


We cordially invite your inquiries. 


INCORPORATED 


- IMPORTERS - EXPORTERS - MANUFACTURERS - 
601 W. 26th ST. 350 N. CLARK ST. 


NEW YORK CHICAGO 


“AN UNIMPAIRED RECORD SINCE 1878” 


The American Perfumer 





PLYMOUTH SUNBURN 
PREVENTER CONCENTRATE 


for Oils, Creams and Lotions 


Introduced several years ago, this “PLYMOUTH” Specialty has enjoyed increased sales each year. It is very 
effective in the prevention of sunburn. Sales of Sunburn preventives quadrupled last year over the previous year 
and promise to continue growing. For positive protection use 20% of “PLYMOUTH CONCENTRATE” in your 


preparation which can be an oil, a cream or a lotion. 


Tests conducted by Professor A. Taub of New York show that 0.5% to 2% of light of 2900 to 3100 a. u. is 
transmitted through a 0.5 m. m. layer of cream or lotion containing 20% of “PLYMOUTH CONCENTRATE,” thus 
preventing sunburn but permitting tanning. A copy of this chart showing a comparison of this and other materials 
generally used is available. Write for it and for a sample. Formulae for oils, creams or lotions, containing correct 


percentage of Plymouth Sunburn Preventer Concentrate, as shown by test, will be gladly furnished free of charge. 


M. W. PARSONS, IMPORTS 


AND PLYMOUTH ORGANIC LABORATORIES, INC. 
53 Ann Street New York, N. Y. 


ther in the 
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Your own brand 
of cosmetics. . . 


must 


but above all 


bring you a satisfactory 
possess 


must 


distinction. 


Our 
thirty 


own 


formulas are the 
years of experience—but we can 


profit— 
merit and 


result of 


develop your formulas if you so prefer. 


You can buy our products in packages 


completely 
aged but not 


finished for 


resale, or 
labeled, or 


pack- 
in bulk if you 


want to do your own packaging. 


Check in the appended list the items 
you wish to stock, or send for one of our 
confidential price lists. 
obligation to purchase. 


We list only the fast selling items. 


you need 


we will advise 


CREAMS 


Acne 

All Purpose 
Bleach 
Cleansing 
Cocoa Butter 
Cold 
Foundation 
Lemon 
Tissue 
Beauty Mask 
Clay Pack 
Deodorant 


SUNDRIES 


Rouge Compact 
Lip Sticks 


The 


not listed, let 


Sundries (Cont'd) 


Cream Rouge 
Eye Shadow 


Dusting Powder 


LIQUIDS 


Perfumes 
Toilet Water 
Shampoo 
Hair Tonic 
Lotions 

Skin Tonics 
Astringent 
Brilliantine 
Powder Base 
Muscle Oil 


This carries no 


If what 


us know and 


you promptly regarding it! 


Liquids (Cont'd) 

After Shave 
Lotion 

Deodorant 


FACE POW DER 


More than 70 
shades of the 
highest grade in 
Light, Med. and 
Heavy weight 
carried in stock. 
The quality of 
our Face Pow- 
der has a world 
wide reputation. 


inker 


el arc. CO, 


9200-9210 Buckeye Rd., Cleveland, Ohio 








MOSQUITO= 
CREAM 


A tremendous market with al- 
most no competition. A safe, 
non-irritating mosquito cream 
with a pleasant odor. This item 
will be the biggest new profit 
Attractively 
bulk. ASK 


getter this summer. 
packaged or in 
FOR SAMPLE. 


Solo Laboratories produce 
almost every type of quality 


cosmetic. 


INC. 


Chicago, Illinois 


JW.SOLO LABORATORIES, 


om 349 W. Austin Ave. 


DROPPER FITTINGS 


2200 2205 2210 3 2220 


The five items illustrated have Bakelite caps (avail- 
able in standard brown and black color caps) .. . patented 
design rubber nipple, furnished in any wanted color... 
All five caps and nipples can be had with any style glass 
pipette shown, in any wanted size. Those shown with 
Nos. 2200 and 2205 are safety ball end finish pipettes for 
eye use. The common straight point and common curved 
point pipettes are for nose drop and ordinary uses. 


GLASS PRODUCTS CO. 
GLASSW ARE 
VINELAND @ NEW JERSEY 


ATLANTA, GA.: CHICAGO, ILL.: 


Warren M. Curry E. Marx & Co. 
2895 Peachtree St. 308 Washington St. 


NEW YORK: 
L. A. Barber 

74 S. Portland Ave. 
Brooklyn, N. Y. 
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P.K. SHIPKOFF & CO. 


» a” 
Kazanlik - Bulgaria 
Sole Agents for United States and Canada: 


COMPAGNIE PARENTO, Inc. 


507 Fifth Ave., New York 


(Branches in principal cities) 


Shipkoff’s 


is always uniform and 


ESTABLISHED 1840 


Distributing depots: New York *® London °* Paris * Grasse ° 


Standard for 46 Years 


HE hidden secret of your suc- 

cess lies in the selection of a 

| supplier who knows all grades of 
| Talc and can offer without preju- 
dice. We will not betray confi- 
| dences, but can and will advise. 
The acceptance of our judgment 

| has resulted in outstanding success- 
| ful merchandising of the more con- 
sistent quality types of Cosmetics. 


Whittaker, Clark & Daniels, Inc. 


IMPORTERS - MANUFACTURERS - EXPORTERS 
ESTABLISHED 1890 


260 West Broadway Telephone: WAlker 5-3750-1-2-3 New York City 
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Z€61 GALVYOdYOONI 


Otto of Rose—Own Distillation 


one 


quality only ~ the BEST. 


Hamburg 





nnounci ng 
a new book 


“Progres Recents dans la Chimie des 
Parfums & des Huiles Essentielles’’ 


(Recent Progress in the Chemistry of Perfumes and Essential Oils) 


GAUTHIER-VILLARS, Editor 
55 Quai des Grands Augustins, Paris 4 


One of the Collection of Monographs of 
Industrial Chemistry, published by La Revue de Chimie Industrielle, 
under the direction of M. H. Gault. 


These Monographs are an invaluable aid to specialists as well as all 
era} I 

those who wish to keep up with the rapid and steady progress of chemi- 

cal science and technique. 


The following Monographs have already appeared in this series: ( All 
in French) 
The Perfume Industry 1, by S. Sabetay 
The Coloring Matter Industry 1, by G. Martin 
The Great Chemical Industry 1, by Paul Baud 
The Photographic Products Industry, by L.-P. Clerc 
The Rubber Industry 1, by R. Thioliet 
The Pharmaceutical Industry, by J. Sivadjian 
The Combustible Solids and Gases Industry, by C. Berthelot 
The Combustible Liquids Industry, by C. Berthelot 
Part 1, Petroleum 
Part 2, Synthetic Hydrocarbons 
The Gum and Varnish Industry, by A. Gerard and A. Cham- 
petier . 
The following are being published during 1936: 
Cellulose and its Derivatives, by L. Clement and C. Riviere 
(on the press ) 
Vitamins and Hormones, by J. Sivadjian 
The Rubber Industry Il, by R. Thioliet 
The Coloring Matter Industry Il, by G. Martin 
The Great Chemical Industry I], by Paul Baud 





Inquire BOOK DEPT., ROBBINS PERFUMER CO., Ine. 
9 E. 38th St., New York 
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4 
70,000 lbs. per momthh 
rs 


Visit our plant and convince yourself that we produce sun-bleached beeswax exclusively. 
Our facilities include 142 bleaching racks, each 150 x 5 feet, enabling us to produce 
70,000 pounds of K.K. pure beeswax per month. 


@SUN-BLEACHED AND YELLOW BEESWAX 


KOSTER KEUNENe 


SAYVILLE (LONG ISLAND) NEW YORK 


IN THE MIDDLE WEST: WALTER H. JELLY & CO., Inc., 412-420 N. WESTERN AVENUE, CHICAGO, ILL. 


Ambergris 


Synthetic Lumps Methy! 
A edd Wak Seas net wie eine sp Naphthy! Ketone 


proval by practically all perfumers who 
experimented with it. 

Ambergris Synthetic Lumps have the unique of absolute purity 
property of preventing or overcoming the 
earthy odor often present in raw materials 
used in face powders and allied products. A basic aromatic chemical found to be most 


. . : f- we li 
Write us for information how to prefix your useful for imparting a desirable orange 


face powder to overcome the above obje 
tionable feature and to improve the perfume 
value of your products at a slight additiona rite us for quotations and also 

cost. matic n other Vanillin Fabrik products. 


Product of 
P.R. DREYER INC. Product of 
VANILLIN FABRIK 
Se 
es 
P. R. DREYER Inc. 


12 EAST 12th STREET NEW YORK 


Los Angeles, Calif. New Orleans, La. St. Louis, Mo. Houston, Texas 
San Francisco, Calif. Chicago, II. Cincinnati, O. Des Moines, Ia. 
Kansas City, Mo. Detroit, Mich. Baltimore, Md. Philadelphia, Pa. 


Canadian Representative: 
FLAVORS & AROMATICS SUPPLY CO., 68 King St. East, Toronto, Ont. 
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GARDENIA ........ .Ou 


Aldehyde C.18 100% will improve most Gardenias. Ask 
for sample. 


ROSE OF FLORIDA . . Ti 


perfect substitute for Bulgarian Rose. 


PSU ALIN ET........ Oe 


Burbest Jacinthe favorably known for twenty years sup- 
plies the elusive Hyacinth note required in modern com- 
positions. 


@ WARREN E. BUKNS, wwe. 


ESSENTIAL OILS, AROMATICS AND FLAVORING PRODUCTS 
FRUIT JUICES AND CONCENTRATES - CITRUS BY-PRODUCTS 
325 WEST HURON ST., CHICAGO, ILL 
Tampa, Fla. 11 West 42nd St., New York, N.Y. London 


WAZ 
Sa 





~2 





Vy 





BEESWAX 27s 
and filtered 


THE finest beeswax. 














bleached to snowy whiteness and 


100°%° pure. The ideal base for 





really fine creams. Samples and 


quotations on request. 


EK-A-BROMUND «. 


Bleachers and Refiners of Beeswax § 
258 BROADWAY NEW YORK CITY A 
Distributors r 
FRANK B. TRACY, 201 N. Wells Bldg., Chicago, Ill. I 
C. L. IORNS, 619 Clark Ave., St. Louis, Mo. S 
R. PELTZ CO., 112 S. 16th St., Phila., Pa. : 
Beeswax Bleacheries and Refineries in Morris County, N. J. ioe 
oc 


“SNOWFLAKE 
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Les PARFUMS 
de FRANCE 


The only publication edited in 
the World Center of the Floral 
production. Luxuriously edited 
and illustrated; published with 
English translation. 


Supplies all the news relating to: 


—cultivation of plants used in 
perfumery; selections, new types, 
hybrids; crop reports. . . 


—methods of obtaining natural 

perfumes,.essential oils, their iso- 
‘ 

lates, etc. - 


—findings of our research staffs 
in Geiede and: Paris; studies of 
raw matétials; new: methods of 
analysis; new ways. of _detecting 


frauds . 
—suggestions for compounding 


floral or bouquet odors; working 
of formulge; etc... . 


Subsetiption rate: 100 Francs 
Les Parfums de France 


51, Avenue Victor-Emmanuel III 


PARIS (8°) 
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QUALITY ¢@ QUALITY ¢ QUALITY 


ABONITA ; 
BEAUTY 
COSMETICS: 


QUALITY 4 QUALITY + QUALITY 


4 Hand-Made Velvet Finish + 
Q POWDER COMPACTS O 
U Hand-Made Velvet Finish U 
A ROUGE COMPACTS : 
L L 
I *Truly Indelible I 
- LIP STICKS ¥ 
Y Truly Indelible ¥ 
+ CREME ROUGE 4 
Q Eye Shadows Q 
U EYEBROW PENCILS U 
A 

: COSMETIQUE—( Mascara) L 
I FACE POWDERS IN BULK I 
I Abonita or your Formula U 
¥ Y 

ROUGE POWDERS 

¢ Creme Rouge—Eye Shadow—in Bulk ¢ 
QO 

2 *We have a Super-Quality Indelible U 
A Lip Stick \ 
L : L 
Every Product Highest Quality I 

. Purest Ingredients Fully Guaranteed 1 
Y aie. we 








TAP-IT-PAC 


Loose Powder Vanities V/ ‘ 
Patent Pe ~ \ 
=. a. 008 
; ? 
a ; 


- Se aes 
TAP-IT-PAC a 
DISCS 
to Fit Your Own Cases—Your Brand. The Faultless Loose Powder Device 





QUALITY + QUALITY 4 QUALITY 


> ABONITA 


Q 

U 

A COMPANY ¢ INC. 
I Founded 1905 

| 31 Years of Quality Service to the 
¥ Manufacturing Trade 

+ 24 to 30 So. Clinton St., Chicago, Ill. 


109 



























sales resistance to your face powder 


the ladies what they have been always seek- 
ing in a face powder 

from the public acceptance of any product 
which is an improvement 

FACE POWDER BASE Z EXTRA or 
FACE POWDER BASE Z SPECIAL 


Single chemical bodies, odorless, tenacious, smooth and of great 


covering power. @ Samples and further information on request. 


VY” GENERAL DRUG Co. 


AROMATICS 
DIVISION 170 Varick St., New York City 1220 W. Madison St., Chicago, Ill. 907 Elliott St., Windsor, Ont. 


THE COLTON CLOSURE WILL PAy You 















No more clips to buy No stops to replenish clip rolls 
No clip stock to carry 
No clip wastage No maintenance expense on 
No clip corrosion automatic clipping heads 
Continuous production Better appearance 
Reduced overhead Added security to contents 


HE Colton Closure is a new method of sealing a 

collapsible tube, eliminating the clip entirely and 
giving a more decorative appearance with greater 
security to the contents. 


It is completely formed on the new Colton Automatic 
Tube Fillers by making the two usual double folds, 
making a third fold in the reverse direction, and then 
securing and giving more rigidity to the folds by 
corrugating the folded end. 


The Colton Closure is an investment which pays you 
dividends immediately, through savings in time, 
labor, and material. 


Write for a sample tube and full information on our 
new machines. 








Patented 
U. S. Patent No. 1,125,773 
U. S. Patent No. 1,155,143 


other patents pending 


ARTHUR COLTON CO., Detroit, Mich. 








ee ac aR ER A LPL 
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MANUFACTURING 
CHEMIST 


. a leading authority on the 
manufacture of: 
TOILETRIES, PHARMACEUTICALS 
Cosmetics, Soaps, Drugs, Ointments 
Recent Articles include: 


Cream and _ Liquid 
Face Powders, 


Skin Whitening 
Preparations: Their 


by G. H. Allen. 
Obsolescence in the 
Chemical Industry, 
by T. McLachlan. 
The Ageing of Per- 
fumes, 

by J. Augustin. 

The Treatment of 
Foot-ache and Local 
Bromidrosis, 

by F. G. Hobart. 
Conditioned Air in 
the Drug Industry, 
by J. Engels. 


Composition and 
Manufacture, by 


H. Stanley Redgrove. 


Common Insecticides: 
Their Composition 
and Uses, 


by L. E. Campbell. 


Avocado Oil, 
by R. Bushby. 


The Production of 

Odorous Substances 
by the Aid of Micro 
Organisms, 


by H. Nicol. 


Subscription 10/—per annum, post free (monthly) 


LEONARD HILL LIMITED, 17 Stratford Place . London W.1. ENGLAND 


FS) 
NOGne Nene eles Wiens einene (exe 
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Always light in color, sweet in odor, and smooth in texture. 
Repeat crders of our Lanolin bring you the same fine quality 
that you received upon your initial requirement. 


Specify NIMCO, and put uniform quality in your product. 
A U.S.P. PRODUCT 


Write for samples on your business letterhead. 


N. |. MALMSTROM & CO. 


147 LOMBARDY STREET, BROOKLYN, N. Y. 


ad a)< 
In Brazil= aS 


BRASIL 3 
PERF UMIST 


—is the only publication ’ 


devoted exclusively to the 
Toilet Goods, Perfume 
and Cosmetic Industry in 
Brazil. 


BUY IN CANADA. FOR YOUR Official Organ for the 
CANADIAN TRADE Association of Brazilian 


Perfumers. 


Plain or Lithograohed Tubes, of finest oe a a 


American Republics. 

Send for schedule of ad- 

vertising rates and sample 
: copy. 

COLLAPSIBLE TUBES ™ 

& CONTAINERS, Ltd. Caixa Postal 2894 


TORONTO.... CANADA 


quality. Prompt delivery assured. 
ALUMINUM CREW CAP 

* VING TICK BOXES. ETC. 

WE ALSO MOULD BAKELITE AND 


JREZ CAPS FOR JARS AND TUBES 


Rio De Janeiro, Brazil 


Want a JOB? 


A few lines in our classified columns have helped 
to land many a job. And if you're on the Airing 


end, you should consider the same medium. 


CLASSIFIED ADVERTISING DEPT. The AMERICAN PERFUMER 
9 E. 38 ° NEW YORK ° A ROBBINS PUBLICATION 


The American Perfumer 





Have Your Pe, 


“SEX APPEAL”? 


that Cool, Crys- 

tal Clear ap- 

pearance that 

looks so inviting 
. 

anda. retreshing 


Hy-Speed Dise Filters 
from 2 to 100 Dises 


these hot days? 


If not, you are losing sales. But you can easily 
remedy this—by using a Hy-Speed Disc Filter. 
The results will delight you. We'll be glad to 
send you one on trial. No obligation to you 


c 
oT course. 


Atsop Enaineerinc Corp., new York 


THE maintenance of high quality in your 
creams depends upon the uniformity of the 
beeswax. WHB Beeswax is uniformly good. 
which means that every pound you order is as 
high in quality as the original sample. When 
ordering, specify WHB Super-Bleached 100% 
Pure White Beeswax. 


WRITE FOR A FREE SAMPLE BOX 


The W. H. BOWDLEAR Co. 


SYRACUSE * NEW YORK 


CHICAGO: Riviera Products Co., 215 W. Ohio St. 
BROOKLYN: L. A. Barber, 43 S. Portland Ave. 
DETROIT: J. L. Matthieu Sons, 239 Chalmers Ave. 
PITTSBURGH: J. C. Ackerman, 1230 Gulf Bldg. 
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CAMELIA 


A New and Fashionable Note In Perfumery 


SUITABLE FOR 


POWDERS e 
CREAMSe 
EXTRACTSe 


$12.00 PER POUND 


Trial ounce $1.00 


INC. 


BELMAY 


243 W. 17th St. 
NEW YORK CITY 


Pure 
Dependable 
Uniform MAGNESIUM 


QUALITY 
STEARATE OF MAGNESIUM 


Light, Great Adhesiveness. Pure White. Im- 
measurable Fineness. Heavy if desired. Dusts 
out under the puff like the finest pollen. Made 
to satisfy most exacting requirements. 
STEARATE OF ZINC 

Odorless, Impalpable. Pure White. Water Re- 
sisting. Great Adhesiveness. Light or Heavy as 
desired. Highest standard of Purity and Uni- 
formity. 


We manufacture the foregoing on a large scale. Prompt 
deliveries in any quantity from one barrel to a carload. 


STOCKS CARRIED: Chicago, St. Louis, San Francisco, 
Los Angeles, Kansas City, Mo., Des Moines, New Orleans 


Telephone SUnset 6-1337-1338 


Chamical Product G. 


53 -33rd Street, Brooklyn, N. Y. 
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T. Lk. BRAND - 
Extra Quality ... U.S. P. and 100% Pure 


OVER 82 YEARS OF CONTINUOUS BUSINESS 
IN THE UNITED STATES—ESTABLISHED 1852 


THEODOR LEONHARD WAX CO., Inc. 





PURE WHITE 


HALEDON, PATERSON, N. J. 


Long Distance Telephone: SHerwood 2-1444 


tributor: A. C. DRURY & Co., Inc.,219 E. North Water St., Chicago, Ill. 


ks carried by our Western Representative: ALBERT ALBEK, Inc. 
Ave., Los Angeles, Cal., and 512 Washington St.,San Francisco, Cal. 





EBUILT EQUIPMENT 


PARTIAL LIST 


i—J. L. Ferguson ‘“Packomatic’’ Model MG Bond Filler & 
Weigher, with Sealer and Conveyor. 

5—Day, Stokes & American single and double unit Powder 
Fillers. 

i—Colton #2 Rotary 16 punch Tablet Machines, motor driven, 
up to %” dia. 

2—Stokes Rotary ‘“‘D"” Tablet Machines, motor driven, up to 1”. 

5—Colton, Stokes and Mulford single punch Tablet Machines, 
up to 1%” dia. 

1—Colton #10 worm type Paste Filler 

1—Urie Universal piston type Tube and Jar Filler 

2—Colton #2 combination, Tube Closers & Clippers, each with 
clipless closure device, A.C. motors 

1—Colton #3 Tablet Stacker & Boxer. 

1—Package Machinery Co. Tablet Filler. 

Dry Powder Mixers, several with sifters, lab. size to 40005 
capacity. 

i—Patterson double Jar Mill, 2 gals. cap 

10—175 gal. Copper & Aluminum Jacketed Kettles 

5—Day Pony Mixers, 8, 15 and 40 gals. capacity. 

1—U. S. Bottlers 22-spout Rotary Vacuum Bottle Filler, mone! 
fitted, with conveyor 

i—Alsop Portable Vacuum Bottle Filler. 

i—U. ¢ Bottlers type “‘B’’ 2-spout Vacuum Bottle Filler 

i—U. S. Bottlers Acme 5-spout Bottle Filler. 

2—McDonald “Weeks’’ Automatic Labelers 

5—Ermold, World and National semi-auto. Labelers. 

1—Karl Kiefer ‘“‘Kakimaco” 17” disc Filter, on stand. 

1—Star 10 plate Filter, 12” dia., pump and motor. 


MISCELLANEOUS—Kettles, Drug Mills, Ointment Mills, 
Pulverizers, Grinders, Sifters, Screens, Colloid Mills, Filters, 
Filter Presses, Coating Pans, Tanks, Stills, Agitators, Pumps, 
Boilers, etc. Send for complete bulletin 


WHAT HAVE YOU FOR SALE? SEND US A LIST 


Consolidated Products Company, ~. 
New York, N. Y. 


14-15 Park Row F 


Warehouse and Shops: 335 Doremus Avenue, Newark, N. J. 





CLASSIFIED ADVERTISEMENTS 
The rates for advertisements in this section are as follows: 
Business Opportunities, $1.00 per line per insertion; Situ- 


ations Wanted and Help Wanted, 50c per line per insertion. 


Please send check with copy. Address all communications to 


THE AMERICAN PERFUMER, 9 East 38th St., New York 


BUSINESS OPPORTUNITIES 


SEEKING partner invest capital. Food processing chemist desired, 
gelatine desserts. New preparation. Enterprise. Address B. 0. 
No, 2222, The American Perfumer. 


PROMINENT ENGLISH FIRM WANTS to hear from well-estab- 
lished American manufacturer of articles it can sell to Chemists, 
Hairdressers, Fancy Goods trades. This firm manufactures per- 
fume sprays and atomizers for the wholesale trade. Now wants to 
sell direct to retail dealers. Needs other products of year-round 
appeal. Interested only in exclusive sale rights for Great Britain 
on outright purchase basis of items for own account. Welten, Ltd., 
6-7, Chapel St., Milton St., London, E.C.2., England. 


SITUATIONS WANTED 


CHEMIST—Highly experienced; pharmaceuticals, flavoring ex 
tracts, perfumery, cosmetics; manufacturing, research, control, 
bacteriological, analytical; wishes position, head technical depart- 
ment or similar capacity. Address S. W. No. 2223, The American 
Perfumer. 


HELP WANTED 


SALESMAN for a prominent line of Shampoo, Base and Shaving 
Cream in bulk. Address H. W. No. 2166, The American Perfumer. 


SHAMPOO BASES 


in cans — tubs — kegs — bbls. 


COCOANUT OIL BASE 
OLIVE OIL BASE 
BLENDED OIL BASE 
ALL COLORS 


LIQUID SHAMPOOS 


All types for the repacking trade 
Specializing in QUALITY SHAMPOOS for 18 years 


CLIFTON CHEMICAL CO,, Inc. 


246 FRONT ST., NEW YORK CITY 






The American Perfumer 














For over half a century we have 
specialized in manufacturing 


FINE PAPER BOXES 


Tell us what you want and we will send samples 


EUGENE K. PLUMLY COMPANY 
N. W. Corner Juniper & Federal Sts., Philadelphia, Pa. 


S: IMPROVED 
WORLD 


AS LITTLE AS s[50 FOR A SPACIOUS ROOM | gee 





MICHIGAN 
AVENUE AT 
wa] CONGRESS 


AUDITORIUM 


WITH PRIVATE WITHOUT ae The most flexible labeling machine. Easily 
BATH from? 25° m sho? yp ty equipped for labeling any size bottle or 


Here's o ee yo A Manager jar. Many exclusive mechanical features, 
U 


developed by manufacturing experience 


large room right at the edge of of more than thirty-five years. 


the Loop, with every comfort and Economic Machinery Company 
luxury at o rate surprisingly low WORCESTER, MASS. 


Makers of complete line of automatic and 
semi-automatic labelers. 





Giese’s Filter Papers are the Best! 


Heavy Linen Fibre Filter Paper for Rapid Filtration 
of Large Quantities—Very Strong 
PACKED AS FOLLOWS: 


13 inch, 55 lb. Bales 20 inch, 110 lb. Bales 
15 inch, 55 lb. Bales 24 inch, 55 Ib. Bales 
18 inch, 55 Ib. Bales 26 inch, 55 Ib. Bales 


32 inch, 55 lb. Bales 
Also folded—packed in cartons 
Free illustrated leaflet on request 


AUGUST GIESE & SON, 121 E. 24th St., N.Y.C. Folded Paper 





Bale of Filter Paper 
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FOR MODERN CREAMS 


ALBA 


REG. U. S. PAT. OFFICE 


ENETRATES 


~ 
“~~ 


Perfume Oils 
Otto Rose — Abs. Rose 
Lanoline 
Cholesterin 
Lecithin 
Beeswax 


Ask us 


for samples and information 


PFALTZ & BAUER, we. 


EMPIRE STATE BLDG. 
NEW YORK CITY @© NEW YORK 





An Excellent Book 


on Flavors 





6B SLAVOURING Materials, 

Natural and Synthetic.” by 
\. Clarke, F.C.S., contains much 
practical data which the author 
has gathered from years of expe- 
rience in a chemical and techni- 
cal capacity with the foodstuff 


and beverage trades. 


This is the most comprehensive 
book on the subject yet published. 
Twelve chapters, eleven illustra- 
tions, 166 pages, bound in cloth. 


Price $3.00 


ROBBINS PERFUMER COMPANY, INC. 
9 East 38th St. New York 


































Write for 


free copy 


of the one 


BRITISH 
Trade 


Journal 


which deals exclusively with the 
evolution, packaging and market- 
ing of Soap, Perfumery, Cosmet- 
ics and allied products. “SOAP, 
PERFUMERY & COSMETICS” 
is the accredited organ of the in- 
dustry throughout Great Britain 
and the British Empire. Its news 
and technical articles are up-to-min- 
ute and the journal is really in- 
dispensable to all engaged in the 
industry in any part of the world. 


One year — $3. Two years — $5 


SOA P 


PERFUMERY 
& COSMETICS 


102-5 Shoe Lane, Fleet St. 
LONDON, ENGLAND 





The American Perfumer 


EVEREADY 


Lt abel 


ra 


Le ee 
EVERYTHING 













manufacturing worries 


x , ° 
Evininate your production problem the Carlova way. 


Supply us with your containers and labels, and we will 

COLLAPSIBLE TUBES fill and ship them on a cost-plus basis, affording you 
CORK TOPS surprisingly low delivered cost. 

SPRINKLER TOPS We furnish you with fine tested products or we can make 

DOSE CAPS your own private formula if you prefer. The facilities of 


our plants at Memphis, Tenn., St. Louis, Mo., and Bing- 
hamton, \. Y., assure low freight costs. 


SHEET METAL GOODS 


* Our large-scale purchases and production methods enable 


us to offer unusually attractive prices. 
ESTABLISHED 1858 ee D 
Perfumes Brilliantine Hair Tonic 


CONSOLIDATED =" AIT Hi 
FRuIT vaR co. CARLOV A: 


NEW BRUNSWICK, N. J. BINGHAMTON e NEW YORK 


PAPER BOXES 


J. Frank 


2516 ATLANTIC AVE. 
BROOKLYN, N. Y 








ERTEL CAPPER 
BRINGS ECONOMY 


AA | 11 seemless see 


EVERY STROKE 


O electricity required. No 
wrist motion. No oper- 
ator fatigue. 













OICKENS 6-8540 


So simple that operator experi- 
ence is absolutely unnecessary. | 
So uncomplicated that the cost 
is trivial and the life of the 
5 machine is practically endless. 


Yet speed and accuracy are 
distinctive features of this bot- 
plied tle capper. Each cap is screwed 
" as tightly as the next one, but 
no tighter. Leaves caps easy 
for the consumer to remove. 


Comes complete with one 
chuck. Send cap for size. 
Other chucks interchangeable. 


ERTEL 


ENGINEERING 
CORPORATION 
Dept. F, 120 East |6th St. 
New York, N. Y. 


NOILONILSIA /° 
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WEBSTER defines: —“FIXATIVE—That which fixes or sets.”’ 


CEFCO defines:— 


“FIXATON Eo tccotch sires 


The ideal fixative to increase the lasting qualities of your finished per- 
fume. Add the proportion of two ounces of FIXATONE to a gallon 
of extract and compare. 

@ FIXATONE may be included in any formula 


which is in the process of creation. 


@ FIXATONE may be added to any established odor. 


; @ FIXATONE is not just another compounded 
$15.00 per pound 


d It I Si al Fs d Write us for 

Se itil memiins odor. It has a very definite fixing effect on an odor. mene complete 

Samples on This interesting effect can only be appreciated when nfesmetion on 
request. actual tests have been made. fixation. 





@ FLORALTONE @ ALDETONE @ DIANTHATONE @ AMBERTONE @ ORRISTONE 
for Florals for Modern Types for Carnation for Sweet Richness to Cut Natural Orris 


zi CHARLES FIGQHBE<K CO-ING i 
zi aS “NEW YORK ; 2; 


“Backed by a Quarter of a é 
8 Tone accor NOP 





Lave Century of Experience’? Br A: 
DE SOREO ML SOOT TEE. Oe. BS 


NOTICE! Change of Dates and Hotel 


Second Annual Perfume & Cosmetic 
Buyers Conference & Exhibition 


NEW DATES. . . September 22, 23, 24, 25, 1936 


PLACE . . . . . Roosevelt Hotel, New York 
MORE . . . . . Exhibit Space Taken 
MORE . . . . . Buyers in Attendance 


Thomas G. Jones HAVE YOU SELECTED YOUR BOOTH? 


Secretary 


euaacnaes. DON'T DELAY — ONLY A FEW LEFT 


New York City 
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